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Abstract 
The consumer needs of the Chandler and Pleasant Street neighborhood located in Worcester, 
Massachusetts were determined through written surveys of both residents of the area and 
nonresidents who worked in the area.  This project investigated accurate sampling and surveying 
of a population and provides findings and recommendations for future projects in regards to 
surveying in general, identifying consumer needs, and dealing with the problems in class 
structure between inner city residents and student projects. 
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1. Introduction 
 A healthy and functioning inner city is one where the residents communicate and support 
each other in all functions of life.  It is one that “is continually creating and improving those 
physical and social environments, and expanding those community resources which enable 
people to support each other in performing all the functions of life and in developing themselves 
to their maximum potential” (The Sustainable Washington Alliance, 2005).  According to this 
definition, most inner cities in America are unhealthy because they have poverty, high 
unemployment, unskilled workers, and poorly maintained community environments.  
 Some of the biggest problems faced by inner cities are high levels of unemployment and 
poverty.  The U.S. Census Bureau estimated in 2004 that 37 million people in America were in 
poverty which is a 1.1 million increase from 2003.  The United States claims to only have around 
a 5% unemployment rate (The World Factbook, 2004), however this is probably an 
underestimate because unemployment measures do not take into consideration people who have 
given up looking for jobs because they are discouraged and they count part-time workers as fully 
employed even though they may work as little as one day a week (Anelauskas, 2005).  Studies 
have been done about unskilled workers, both immigrants and non-immigrants, and almost all 
have concluded that “the greatest harm is to those American workers who already are the most 
vulnerable: those without high school degrees, those with lower intrinsic intelligence, and those 
with fewer skills.  The harm also is disproportionately felt by native-born minorities, especially 
Hispanics and Blacks, and by recent immigrants” (Numbers USA, 2005). 
 A lack of opportunity and productivity prevents an area from truly performing at its 
potential.  A healthy community offers a “framework to integrate planning among local 
government, community groups, environmental organizations, businesses, and human services, 
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so that strategic planning can lead to strategic doing” (Department of Finance and 
Administration, 2005).  It has the types of businesses that provide residents with the services 
they need, such as banking, daycare, parks, or a pharmacy.  When a community is missing a type 
of business, it not only means that the members of the community are suffering; it also shows 
that a potential entrepreneur is missing out on an opportunity to personally prosper.  
Unemployment has a devastating effect on income and therefore only adds to the 
decaying environment of inner city residents.  Opportunities and productivity in inner-city 
neighborhoods are also in decline in part due to the lack of knowledge available to both residents 
and outsiders about the purchasing power and needs of inner city residents.  The purchasing 
power of inner cities is often overlooked because people assume that low income means low 
purchasing power.  In reality, high population density in correlation with low income creates an 
overwhelming amount of purchasing power in an inner city community. 
A way to generate change in a community is to investigate the problem(s) that are 
preventing an area from being a healthy community.  A consumer needs assessment can define 
where people currently spend their money and also discover where they would potentially spend 
it.  Once the types of things being purchased are determined, this information can be analyzed 
and pinpoint what type of business could potentially thrive in that location being investigated.  
Businesses need customers to provide them with income and prevent them from going bankrupt, 
and with businesses shutting down every day across the world due to bankruptcy, assessing 
consumer needs is very important.  Investigating purchasing power and consumer needs helps 
the need’s of the residents to be brought to the attention of business owners and community 
leaders. 
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 This project used a written survey to assess consumer needs in an area of downtown 
Worcester, Massachusetts.  The specific area being investigated lies between Chandler Street and 
Pleasant Street, and between Park Avenue and Main Street (see appendix X).  Although there are 
multiple methods of measuring consumer needs, the consumer needs of this area have not yet 
been measured.  With 9,300 residents and plenty of buildings zoned for business, ideally this 
neighborhood should be a prosperous and thriving community.  In reality, the Worcester 
Regional Research Bureau rates parts of this area, such as the Piedmont neighborhood, as the 
most poorly maintained area of Worcester (Krueger and Ross, 2004).   
The goal of this project is to identify consumer and business needs in the Chandler Street 
and Pleasant Street neighborhood.  There are two key issues that were explored in this project.  
The first is purchasing power: how it is used, measured, and related to inner cities such as the 
one investigated in this project.  The second is consumer needs: how they are identified, why 
they are collected, the best way to collect them in this neighborhood, and finally actually 
collecting this information from the Chandler and Pleasant Street neighborhood.  
Recommendations for the most appropriate means of meeting consumer needs in this area are 
provided as well as my personal reflections on this project.  
Information collected through this project could potentially be of further use to the 
Chandler and Pleasant Street community to help promote business development in the 
neighborhood.  It will also contribute to the Chandler and Pleasant Street neighborhood by 
allowing residents the chance to be heard.  The consumer needs of the residents of Chandler and 
Pleasant Street will finally be brought to the attention of the public and economic development 
corporations such as Worcester Common Ground.  Worcester Common Ground works every day 
to better the lives of the residents in the Chandler and Pleasant Street community and hopefully 
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this research will make their job easier.  If the needs of the Chandler and Pleasant Street 
neighborhood are met, it can once again be a successful and functional community. 
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2. Background 
` Dynamic business growth and opportunities reside in densely populated areas of the 
world.  The six million people living within a 50-mile radius of Worcester Massachusetts 
provide an example of the positive correlation between human density and economic 
opportunities (Worcester, 2005).  Even in poorer communities, “high population density 
translates into a large local market with substantial purchasing power” (Porter, 1997).  Inner 
cities are potential gold mines where the needs of the residents determine the survival of an 
inner-city business.  Hiding with the overwhelming amount of purchasing power are potential 
local entrepreneurs waiting for their chance to better their community.  This chapter discusses 
the background information of this research and what others have done relevant to purchasing 
power and consumer needs and how it then relates to this specific project.  
A. Purchasing Power 
Purchasing power is defined as “the ability to purchase goods and services” and is also 
known as spending power (Infoplease, 2005).  Anyone who has some source of income, 
regardless of amount, in turn possesses a certain amount of purchasing power due to the fact that 
their income provides them with the ability to purchase.  Every year people spend a certain 
amount of money on food, apparel, household textiles, furniture, and other miscellaneous items 
to name a few.  These items are found in some of the categories that are investigated when 
calculating the purchasing power of an area.  
Purchasing power is used to measure the amount of money potentially available to be 
spent in an area.  Purchasing power is based on population of an area, not on the individual.  To 
determine the average purchasing power of an individual, the total purchasing power of an area 
could simply be divided by the total number of people living in the area.  The U.S. Census 
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Bureau performs detailed analyses of where residents spend their money and how much of it 
they spend on certain things.  The residents are also split into groups and broken down by 
household size, type, and income level (University of Wisconsin, 2004).  Once purchasing power 
is estimated, it can be used to analyze a neighborhood and its potential for spending and the types 
of things being bought.  In relation to this project, the purchasing power of the Chandler and 
Pleasant Street neighborhood can help convince local and outside entrepreneurs that their 
businesses have great potential to thrive in the Chandler and Pleasant Street area.  Measurements 
of purchasing power is "designed to help cities, businesses, developers, and organizations assess 
the advantages of urban density for underserved city neighborhoods... by assisting retail 
companies in deciding where to locate and what populations to target for their consumer items 
and services" (University of Wisconsin, 2004). 
I. How is Purchasing Power measured? 
The ETI Purchasing Power Profile methodology was developed by Pawasarat, Stetzer, 
and Quinn in 2000.  The ETI Purchasing Power Profile presented here is based on analyses of the 
most recent data from the Consumer Expenditure Surveys (CEX) and the 2000 U.S. Census.  All 
the following information in this section can be found online at the ETI Purchasing Power 
website listed in the bibliography.  Purchasing power can potentially be measured by other 
sources such as census data, however because the Chandler and Pleasant Street neighborhood is 
only a small section of Worcester it is difficult to find exact information about only Chandler and 
Pleasant Street neighborhood.  The ETI Purchasing Power Profile has the ability to be very 
specific to this area because it measures purchasing power by individual census tracts; therefore 
this is the method that has been selected for this research.  There are five steps involved in this 
process.  
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In the first step, the CEX is used to find residents’ expenditures.  The CEX is the 
Consumer Expenditure Survey which is comprised of 30,000 interviews of households with 
complete income and expenditure responses.  The CEX focuses on the following 16 categories of 
expenditures: 
TABLE 1: Sixteen Categories of Expenditures Used to Calculate the CEX  
Home Repair 
Commodities 
Television Equipment Floor Coverings Personal Products 
Food At Home Tapes And Discs Major Appliances Housekeeping 
Supplies 
Food Away From 
Home 
Household Textiles Small Appliances 
And House Wares 
Non-Prescription 
Drugs And Supplies 
Apparel And Related 
Services 
Furniture Computer Hardware 
And Software 
Miscellaneous 
Household Equipment 
 
The second step divides households into 5 different types and income levels into 5 
different types.  The five household types are:  
1) Families with children under age 18, with married parents.  
2) Families with children under age 18, with a single parent.  
3) Families with no children under age 18, with married heads of household.  
4) Families with no children under age 18, with a single head of household.  
5) Non-family households.  
 
The annual household income ranges used are:  
1) $0 - $24,999.  
2) $25,000 - $49,999.  
3) $50,000 - $74,999.  
4) $75,000 - $99,999.  
5) $100,000 and above.  
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With this information comes 25 different expenditure estimates which are all calculated 
separately for each of the 16 categories.  
The third step uses the 2000 U.S. Census data to identify the number of households by 
zip code, census tract, and block group in the United States.  It uses the Zip Code Tabulation 
Area (ZCTA) to approximate the delivery area for a U.S. Postal Service.  However a setback to 
the ZCTA is that it does not precisely depict ZIP Code delivery areas and does not include all 
ZIP Codes used for mail delivery.  This setback causes the ETI analyses to only include ZCTAs 
with residential populations into their calculations.  Census tracts are small statistical 
subdivisions of a county and their primary goal is to provide a stable set of geographic units for 
the presentation of decennial census (the census taken each year that ends in zero) data.  Block 
groups consist of all census blocks having the same first digit of their four-digit identifying 
numbers within a census tract.  
The fourth step takes the five household types along with the five income levels to create 
twenty-give different types of households.  It then takes the CEX expenditure patterns that have 
been determined for each retail area and applies them against the twenty-five different types of 
households for each neighborhood.  Since the information for each individual household is 
comprised of sixteen retail categories mentioned in step one, separate calculations are made for 
each category.  Finally, in step five, the ETI Purchasing Power Profile compiles all the 
information found in the previous four steps and uses predetermined geographical units of area.  
These predetermined geographical units of area are census tracts and once the purchasing power 
of each census tract is documented, the expenditures per square mile are calculated and recorded. 
The ETI website lists the types of categories that families with a lower income spend 
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their money on and found that "families with lower incomes spend much higher percentages of 
their income on common retail purchases" (University of Wisconsin, 2004).  This is an important 
finding, because as mentioned above, the belief is that the spending power of poor inner city 
neighborhoods is low because of their low level of income.  Actually inner cities are more 
consistent retail spenders than people making thousands of dollars more. 
II. Inner City Purchasing Power Problems 
There are criticisms about the measurement of purchasing power within inner cities 
because of inaccuracies in the census data.  In regard to inner cities, inaccuracies in data are 
generally created due to difficulty in correctly measuring the amount of people living in an area.  
For example, the Health Care Financing Administration's annual count of the Medicare 
population is a database relied on to count the population over age 65.  In fact, this file is 
described by marketing firms as "the most accurate count of the population aged 65 and older" 
(Pawasarat and Quinn, 2001, 18).  However, many inner city neighborhoods have a large and 
rapidly growing immigrant population who are not eligible for Medicare because they are not 
citizens.  Thus, the data provides an inaccurate estimate in inner city neighborhoods because it 
"erroneously suggests or exaggerates" population increases and decreases (Pawasarat and Quinn, 
2001, 18).  
 Another measurement of population for an area is collected by telephone counts.  
Telephone counts are another input used by many marketing firms which are very inaccurate.  
Someone with a cell phone is less apt to be paying for a landline, especially if they live in an 
inner city and have a lower income.  The cell phone is an example of the inaccuracy of data 
regarding phone lines in households, because people with poor credit history can essentially get a 
cell phone at any point if they are otherwise denied a residential phone by companies who look 
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at credit.  The tremendous increase in cell phones in recent years should be reason alone to 
discredit this type of research, but it was still being used for the 1990 U.S. Census.  In Exposing 
Urban Legends, Pawasarat and Quinn find the 1990 U.S. Census data to show a small percentage 
of households with listed phone numbers in the inner city neighborhoods in Milwaukee, and this 
in turn throws off data all that much more. 
 Motor vehicle and driver's license files are also sometimes used to calculate populations 
in a certain area.  "In states where licenses are suspended or denied for non-driving reasons, 
central city residents may be less likely to have a valid driver's license" (Pawasarat and Quinn, 
2001, 19).  Not only are they less apt to have a valid license, but as discussed above, many of 
these residents may be illegal immigrants.  They may not have a license.  Also because inner city 
residents make a smaller income than average, they may see no point in getting a license when 
they are unable to afford a car and car insurance.   
 Pawasarat and Quinn’s (2001) research found marketing data about purchasing power in 
Milwaukee to have several main problems along with the specific ones listed above.  Although 
this research specifically investigates Milwaukee, the findings can apply throughout the United 
States and are “often based on infrequently updated Census information that undercounts central 
city residents; they make misleading generalizations (e.g. crime statistics are not based on the 
number of crimes committed in the neighborhood but estimated from the ‘type’ of people living 
there); and they fail to review local data for trend analysis, thereby missing many positive 
developments in cities.”  This information influences many aspects of the city such as “the 
location and product decisions of businesses; government policies on welfare, housing and bus 
routes; and even prospective students’ choice of university” (Pawasarat and Quinn, 2001, 6). 
Pawasarat and Quinn’s (2001) research was influenced by research done by Michael 
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Porter.  Up until the late 1990’s, the importance of purchasing power had not been brought to the 
attention of the public and business world until Porter introduced brought it to the attention of the 
public.  He is a leading authority on competitive strategy and the competitiveness and economic 
development of nations, states and regions, and founded the head of the Institute for Strategy and 
Competitiveness (Harvard Business School, 2005).  He has identified four points to help show 
the potential of the inner-city: location, demand, clusters, and human resources.  There are lower 
rents, good transport links, and large under-served markets in the US (the inner-city retail market 
in the US is estimated at $85 billion with 30% remaining untapped).  New businesses are able to 
capitalize on existing urban clusters by developing supply chain links and there are a ready 
source of employees and a pool of potential entrepreneurs residing in the city (Small Business 
Service, 2001).  USA Today also researched inner cities and found that moving a business from 
the suburbs to an inner city can offer a company many advantages that unfortunately are usually 
looked over. Inner cities “are closer to airports and major highways.  They are a source of loyal 
and motivated workers who in many cases are not used to getting paid a fair wage” (Jones, 
2004). 
III. Purchasing Power in the Chandler and Pleasant Street Neighborhood 
The purchasing power for the Chandler and Pleasant Street area has been estimated by 
the ETI Purchasing Power Profile.  The estimated annual spending power of this area is 
$26,312,306 (University of Wisconsin, 2004).  Inner city neighborhoods have up to eight times 
more spending power than the neighborhoods that surround them, and this may have to do with 
the fact that around 38 percent of inner-city households are not low income at all but instead 
moderate to middle income.  In the Chandler and Pleasant Street area only about 30% make less 
than $10,000 with a median household income of around $19,000 (Kruger and Ross, 2004).  The 
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density of the Chandler and Pleasant Street neighborhood is what allows the $26 million dollar 
spending power to exist.  It may be difficult to visualize just how intensely inhabited an area of 
an inner city is, so MSNBC uses an example explaining that “if you’re a supermarket… and 
you’re in suburban New York City, you need a 20-mile radius to capture the same amount of 
spending as you would in 10 blocks in Harlem.  That’s the power of density” (Glaser, 2005, 1).   
IV. Summary  
A 26.3 million dollar pool of money is very promising to local and outside entrepreneurs 
and this purchasing power can potentially enhance the business possibilities of the neighborhood.  
The exact numerical spending power of the Chandler and Pleasant Street area can be found 
through the U.S. Census data at 
http://www3.uwm.edu/Dept/ETI/Etitract.cfm?which_state=25&which_county=25027.  Although 
this project takes into consideration that the census is undercounted, data related to the 
availability of money in an area is an influential statistic to provide to potential business owners 
when promoting business in an inner-city area.  The ETI Purchasing Power Profile is a very 
reliable resource due to its specific content related to the Chandler and Pleasant Street 
neighborhood as well as its detailed investigation into measuring purchasing power from 25 
different angles and therefore it has been selected as the main resource on purchasing power for 
this project.  There has been research in the recent decade, examples being Exposing Urban 
Legends or the very specific Factor Two, and  
"as larger business chains and cities show increasing interest in developing underserved 
areas, more technical resources and market data addressing retail opportunities are 
becoming available.  Industry groups and research organizations are combining public 
and private data and generating information on population and income density, business 
track records, retail flows, flexible store models, and under-penetrated markets.  In 
addition, industry leaders are sharing proprietary data about store performance with other 
businesses to stimulate growth through the multiplier effect and bring new business and 
traffic to these areas" (Business for Social Responsibility, 2005).  
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B. Consumer Needs 
Consumer needs assessments investigate the processes used “to select, secure, use, and 
dispose of products, services, experiences, or ideas to satisfy needs and the impacts that these 
processes have on the consumer and society” (Perner, 2005).  This project investigates how other 
communities have measured consumer needs, the best ways to measure consumer needs in inner 
cities, and the best way to measure the consumer needs in the Chandler and Pleasant Street 
neighborhood.  
Consumer needs are essentially the things (both material and not) that are needed daily by 
an individual.  Daily needs can include shopping needs (food, clothing, electronic and other 
merchandise) as well as pharmaceutical, automotive or language services and programs such as 
day-care.  They can also be almost anything you purchase or use on a regular basis.   
Needs can be defined as “the gap between what a situation is and what it should be” and 
examining these needs “helps us discover what is lacking, and points us in the direction of future 
improvement” (Community Toolbox, 2005).  The direction is important because by "offering 
competitively priced goods and services that fulfill unmet consumer needs, businesses locating in 
these areas are supporting community economic development, creating jobs, capturing loyal 
customers, building their brand, and fostering community relations" (Business for Social 
Responsibility, 2005).   
Mark Blaxill (2005) is the senior vice president of U.S. consulting firm Boston 
Consulting Group and he says that in some inner city neighborhoods “almost 60 percent of needs 
are unmet" (Business for Social Responsibility, 2005).  Needs of a community can vary 
depending on the types of businesses in the area.  A small need could the lack of a shoe store and 
a big need could be the lack of an auto mechanic.  People in an inner city community are more 
likely to work in the service industry and therefore need comfortable footwear.  If there is no 
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shoe store, then there is a need not being met.  Public transportation is more apt to be used in an 
inner city, however if a resident relies on their car to get to work, if it breaks down there is 
nowhere locally for it to be repaired.  This is a big consumer need that is not being met that could 
potentially result in the loss of a job. 
I. Why identify Consumer Needs? 
Some of the reasons for identifying needs and resources of a neighborhood are because 
the better the communities needs are understood, the easier it is to address how residents of a 
community view an issue, business, or service.  For example, in a neighborhood like the 
Chandler and Pleasant Street neighborhood, there may be a large need for home repairs but no 
hardware store in the area.  In identifying consumer needs for home repair equipment, this 
information could in turn be supplied to potential hardware storeowners.  Once these needs are 
passed on to a hardware storeowners, the owner can then take the next step by moving a new 
business into the neighborhood. 
 “Needs assessments can identify priority issues in a community and asset analyses can 
help to further prioritize based on the current capacity of a community.  The use of qualitative 
and quantitative data can greatly aid in the assessment of community needs and assets” (US 
Department of Health and Human Services, 2005).  Getting the opinions of community members 
and mapping the resources and limitations of an area helps to achieve a holistic view of an issue.  
According to Community Toolbox, on their webpage about identifying local needs, this approach 
is a holistic one because it provides group members, community members, leaders and others in 
a community a chance to voice their opinion.  Some benefits of this approach are that once the 
holistic view of the issue is obtained, it is easier to make decisions about priorities for program or 
system improvement.  These improvements are much easier established and community 
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members will notice and benefit from them if they have previously been assessed as needed in 
the community.   
"Companies opening retail stores in underserved markets should get to know the needs 
and interests of the customers and the community, and be willing to take measures to adapt their 
retail approach.  For example, companies can attract loyal customers by customizing 
merchandise mixes, modifying store formats, developing flexible operations and, ultimately, 
creating a comfortable, respectful environment for local residents" (Business for Social 
Responsibility, 2005).  Once the needs and resources of the community are established, 
community development programs such as Worcester Common Ground can use this information 
and their networking to explain actions, write grants, or lobby for the community.   
II. Collecting Consumer Needs Data 
There are multiple ways of collecting consumer needs data, but the most appropriate one 
for this project are needs assessment surveys.  Needs assessment surveys ask “members of the 
community what their most important collective needs are.  This type of assessment stems from 
dissatisfaction with the status quo, or current situation, and is focused on the outcomes rather 
than the process of improving the dissatisfaction.  If the status quo is a looming question mark in 
the community, a needs assessment can also be used to do a preliminary analysis of the area” 
(Community Toolbox, 2005).  Depending on the given resources, a needs assessment survey can 
as well take many different forms.  
A type of needs assessment survey was conducted in Utah.  The city of Ogden used a 
community needs questionnaire to increase access to care for area children.  The questionnaire 
was administered by the head start program at the Ogden Area Community Action Agency, 
located in the heart of the Enterprise Community.  “This facility contains the local food pantry 
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and is frequented by the Ogden area's needy population.  The questionnaire asked residents to 
identify their four top health needs in each category.  Listed categories of need included physical, 
emotional, adult and family and children's health care needs” (US Department of Health and 
Human Services, 2005).   
This questionnaire is a great example of an effective surveying of members of a 
community that are difficult to contact and survey because of their lack of networking.  It is a 
very selective questionnaire and it had to be created specifically to fit the situation in Ogden, just 
as the survey needed for this project had to be specifically tailored to fit the Chandler and 
Pleasant Street community.  The researchers realized that they could not access these data 
through census information, so they altered their means of collecting data so they could connect 
with the people being inadvertently neglected in the community.  As discussed in the previous 
section on purchasing power, data that are collected are often inaccurate; therefore situations 
sometimes need to be changed to achieve the most accurate information.  
In general needs assessment surveys have some common characteristics, such as a pre-set 
list of questions to be answered by a pre-determined population, and they are collected by 
personal interview, phone, or written response (e.g., a mail-in survey).  The results of the survey 
are tabulated, summarized, distributed, discussed, and (last, but not least) used (Community 
Toolbox, 2005).  The form that is most directly related to this research is an intercept survey 
which is a type of needs assessment survey.  
1. About Intercept Surveys 
Intercept surveys “are a technique where you stop a representative sample of downtown 
patrons on the street or at their point of purchase and ask questions” (Center for Community 
Economic Development, 2005).  They are used when a researcher is trying to find specific 
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consumer information about a specific area.  This type of survey allows the interviewer to 
physically go to the consumer and ask a person questions about what they bought and where they 
bought it.  The following information in this section about intercept surveys can be found on the 
Center for Community Economic Development website, 
http://www.uwex.edu/ces/cced/dma/8.html.  
Some of the advantages of intercept surveys are their ability to target actual residents in 
their community because the surveyors physically go to them.  Doing the surveys in the 
community can target users by location, date and time of day.  When performing an interview in 
person, the interviewer can watch and record the body language of people being interviewed.  It 
is also good because it is a simple and cheap way of recording information due to the fact that all 
that is needed are people to perform the interview or hand out the survey (Center for Community 
Economic Development, 2005). 
Some of the disadvantages of intercept surveys include the fact that there are a larger 
number of workers required to actually give out the surveys or perform the interviews, and it is a 
very time consuming way of collecting data.  There is also the issue that if these surveys are not 
done over an extended period of time they can miss out on collecting information on a variety of 
people because it is difficult to get a large sample if there are time constraints.  Once created, an 
intercept survey can be easy to distribute and fill out; therefore they provide a quick return in a 
short amount of time.  This project takes place over a seven week period, therefore an intercept 
survey was chosen as the most appropriate assessment for the Chandler and Pleasant Street 
because of the limited amount of time available for this research. 
III. Problems Inner Cities Face 
Inner cities face more problems due to the fact that there are restrictions on how data are 
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collected.  As discussed above, many inner city households do not have a phone; therefore phone 
surveys are an inaccurate way of measuring consumer needs because you can not access all 
residents.  Mail surveys have several problems as well: although mail is delivered to households, 
an inner city resident may not have ever completed a survey before, it might not be written in 
their first language, they might not honestly care about the survey, and there might not be a post 
office in their neighborhood.  All this causes mail surveys to be another inaccurate means of 
measuring consumer needs.  The best way to get accurate information is to physically go to the 
community being investigated and reach out to the residents instead of making the residents fill 
out a survey and send it back.  The restrictions placed on this data collection are not huge set 
backs because there is still the ability to access consumer needs accurately, as long as the 
information is recognized ahead of time as harder and more time consuming to collect.  
C. Summary 
 In this section, assessment surveys and, more specifically, intercept surveys were 
examined.  This section looked into how other cities have appropriately dealt with inner city 
situations similar to the Chandler and Pleasant Street community by manipulating how data were 
collected.  This background research has helped to show how other cities have dealt with similar 
problems and how the surveys and interviews performed along Chandler and Pleasant Street 
should be structured to obtain desired results.  Doing a successful consumer needs survey is very 
difficult and time consuming.  However, if it is comprised of appropriate questions and 
comfortable interviews, it is the most accurate way of collecting consumer needs data in inner 
city neighborhoods.    
D. Conclusion 
 There are many problems from the past that need to be solved in order for the Chandler 
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and Pleasant Street neighborhood to prosper and meet the needs of the residents.  Purchasing 
power needs to be analyzed in relation to inner cities and consumer needs must be measured and 
brought to the attention of community leaders.  Through this research, collection of past data, 
and the help of the Worcester Common Ground, this project will change people’s views of the 
Chandler and Pleasant Street neighborhood and help it fulfill its potential. 
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3. Methodology  
The lack of understanding of consumer needs and purchasing power has created the need 
for serious attention to be given to the financial capabilities of inner cities.  Assessing the 
consumer needs of any location is very important when trying to create a vibrant and prosperous 
community.  Suffering communities need help to be heard in this society that constantly tries to 
silence the disadvantaged.  A community that is aware of the needs of its residents can in turn 
better meet their needs and promotes a healthier community.   
A. Population being investigated  
The Piedmont neighborhood, which is a neighborhood in the center of the Chandler and 
Pleasant Street neighborhood, contains the highest proportion of minority residents in Worcester 
(Krueger and Ross, 2004).  As a surveyor it is important to stratify the Chandler and Pleasant 
Street population by race, therefore it was necessary to know ahead of time what races and 
percentages of races comprise the population.  The Chandler and Pleasant Street neighborhood 
are classified as being in census tract 7314 and 7315, and the U.S. census lists that for these 
census tracts the population is comprised of approximately 40% Caucasian, 12% African 
American, 6% Asian, and 42% Latino residents (see appendix I).    
B. Sampling 
There are different means of collecting an accurate sampling of data from a population.  
Accurate sampling is important because when it is not done correctly, data about a population is 
erroneously represented.  For example, if a community is made up of 75% whites, and 25% 
blacks, it would be incorrect to interview 50 whites and 50 blacks and say that because all the 
whites do not like the new shopping mall that half the population does not like the new shopping 
mall.  It is important to remember that once the information for each stratum is determined, the 
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investigator must review the original information about the population and accurately place the 
data collected from each stratum with its corresponding percentage. 
The correct sampling method depends on the population being investigated.  Singleton 
explains that there are two types of sampling: the first is probability sampling, which is more 
widely accepted although sometimes infeasible and not economically sensible, and the second is 
nonprobability sampling.  Probability sampling’s defining characteristic is that “all cases in the 
population have a know probability of being included in the sample” and random sampling 
provides the basis for probability sampling by determining the numerical probability of each 
given case (Singleton, 143).  Nonprobability sampling involves nonrandomly selected samples 
and therefore the chances of selecting any case are not known.  This section discusses the pros 
and cons of two types of sampling and determines the sampling that was chosen as the most 
appropriate for the residents of the Chandler and Pleasant Street neighborhood. 
I. Stratified Random Sampling 
Stratified random sampling is a method of probability sampling that divides the given 
population into multiple mutually exclusive segments called strata.  These strata are then divided 
up based on relevancy.  An example of stratified random sampling could be dividing a 
population into four strata: white, black, Asian, and Latino.  Once these individual stratums are 
formed, simple random samples are then drawn from each.  Once the data pertaining to each 
individual stratum is determined, the stratums are joined back together to represent the entire 
sample.  
II. Purposive Sampling 
Purposive sampling is a method of nonprobability sampling that occurs when the 
researcher uses his or her good judgment to determine groups or units that best represent the 
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population as a whole.  “The general strategy is to identify important sources of variation in the 
population and then to select a sample that reflects this variation” (Singleton, 160).  To select a 
sample that best represents a large population, usually the researcher selects a unit or 
subpopulation that is essentially a miniature version of the total population being investigated.  
The Chandler and Pleasant Street neighborhood has approximately 9,300 residents, but a smaller 
number of residents, say 100, can still represent the population as a whole if the relative 
percentages of ethnicities remain constant.  The Chandler and Pleasant Street community is one 
in which different races may have different consumer needs, therefore it is important to 
investigate separate races individually and keep the percentages constant. 
III. Summary 
For this project the most important aspect of stratified random sampling is that if used 
correctly it guarantees that groups in a population with small proportions are adequately 
represented in the sample.  This is important because for the Chandler and Pleasant Street 
community there are varying proportions among the races, and although Asians only comprise 
around 6% of the Chandler and Pleasant Street population, it is important to accurately represent 
their data and make sure it is all taken into consideration. 
The type of sampling chosen determines how much outside help is necessary to reach 
different groups in a community.  In order to tap into different groups in a community, it is 
important to consider the limited resources available to a student.  At a personal level, the 
resources available to me for this project were limited and prevented me from contacting 
important individuals; therefore I used other sources, such as the Pleasant Street Neighborhood 
Networking Center, to help with reaching my desired sampling group. 
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IV. Conclusion  
Once the different types of sampling were investigated, there appeared to be no one 
specific sampling that satisfied the sampling for this project.  In choosing an accurate sampling 
for the Chandler and Pleasant Street neighborhood, it was decided that combining the stratified 
aspects of stratified random sampling with purposive sampling, created an ideal sampling for this 
project.  Since purposive sampling accurately represents a population in entirety without having 
to actually spend time interviewing the whole population, and purposive sampling uses educated 
judgment and information to determine data it provides reliable information that businesses can 
take seriously.  Under certain circumstances it may be costly or impossible to obtain information 
ahead of time; however this project has the appropriate background information needed to 
accurately perform stratified random sampling in the Chandler and Pleasant Street neighborhood.  
C. Survey Design 
A written survey was decided as the best means of data collection, instead of personal 
interviews or focus groups.  A written survey allowed the surveyor control over what and who 
s/he ask it to and it can be set up in a way that it is entirely anonymous.  Personal interviews can 
allow bias in answers since the person being interviewed has the possibility of changing their 
opinion/answer to please the interviewer, and also may cause a person to refuse to be interviewed 
since they want to remain anonymous.  Since a focus group is essentially a large group interview, 
it allows the same chance for errors in data, and the amount of time needed to conduct an 
accurate focus group also prevented it from being a suitable data collection procedure for this 
project.  In trying to promote the Chandler and Pleasant Street area, the survey was set up so that 
data was clear and could be used in the future to provide local entrepreneurs and future Chandler 
Street Revitalization projects with accurate information regarding local consumer needs and 
needs of surrounding residents.   
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I. Format 
The format of a survey influences how the individual completing the survey feels about 
the relevancy and purpose of their input.  A good survey clearly explains the purpose of the 
research and who the research is being done for.  It clearly provides a sponsor or individual to 
contact if there are any questions or problems, as well as an explanation as to why the individual 
being surveyed was chosen and why their input is essential.  It is clearly written and organized, 
and has questions grouped together in sections based on relevancy, with a brief explanation 
about what each section is investigating. 
For this project two surveys were created; one for residents of the Chandler Street and 
Pleasant Street area, and one for people living outside of the Chandler Street and Pleasant Street 
area.  Residents are defined as members of the Chandler and Pleasant Street community who live 
between Chandler Street and Pleasant Street, and Park Avenue and Main Street in Worcester 
Massachusetts.  Nonresidents were originally defined as people who live outside of this area, 
however, due to the inability to perform intercept surveys, nonresidents were redefined as people 
who live outside of the community but are employed at a business in the Chandler and Pleasant 
Street area. 
Each survey was set up based off a mail survey of “Homebuilders in Western 
Washington” done by the Center for American Politics and Policy, University of Washington in 
2000.  While my survey was not a mail survey, the format of both my survey and the survey of 
homebuilders in Western Washington is almost identical.  Following this survey format was 
beneficial in creating a detailed and organized survey; however the fact that my surveys were not 
mail surveys changed the effectiveness of my survey.  A mail survey allows the respondent a 
more flexible amount of time to complete the survey, and since there was a time restraint on this 
project, the long and in depth survey format that I followed proved to be detrimental to this 
 30 
 
project.  Please see appendix 7 for a copy of the Survey for Homebuilders in Western 
Washington.     
II. Content 
Once the format was decided, the content of the survey was created.  The questions were 
created from other community surveys found online at the Utah State University Extension 
webpage on Community Surveys at http://extension.usu.edu/files/surveylist.htm.  Parts of 
questions, or categories in parts of questions, were taken from this website and placed into my 
survey and slightly altered so they asked specifically about the Chandler and Pleasant Street 
neighborhood. 
The first and one of the main questions of my survey investigated where people spend 
their money.  The question asked the individual to identify where s/he purchased the majority of 
33 different listed goods and services (including things such as clothing, groceries, prescriptions, 
auto parts, etc.).  It asks if the majority of the goods and services are purchased along Chandler 
Street, Pleasant Street, Outside Chandler and Pleasant Street, are not purchased by the individual, 
or the individual does not know.  This question, along with need for explanation of where the cut 
off for “resident” and “nonresident” lies, required a detailed map of the area to be created and 
attached to each survey as well.  Please see appendix 9 to see the map used for this project.  
1. Recommended Data to Collect 
Research is conducted because either there is uncertainty with current data, or data on a 
specific topic has never been collected.  For this project, it was known that there are consumer 
needs in the Chandler and Pleasant Street neighborhood since everyone everywhere spends 
money on things.  The goals of this project existed because although people in the Chandler and 
Pleasant Street neighborhood buy things, it had not yet been measured what they buy and where. 
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Recording data is simple as long as it is done in an organized and easily understandable 
way.  The difficulty with the survey data lies in how the information is analyzed once collected.  
The information on purchasing power is really about a number and how it reflects the money 
available to be spent in a certain location.  The purchasing power of the Chandler and Pleasant 
Street neighborhood has already been determined and this is beneficial since money speaks for 
itself.  The dollar amount can be used to analyze what people are spending their money on 
specifically. 
The Center for Community Economic Development has a website that outlines how to 
use market data and geographical information systems to identify economic opportunities in 
small cities.  Along with the Center for Community Economic Development website, the Utah 
State University Extension website on Community Surveys contains different examples of 
previously completed consumer needs surveys that I was able to take questions from to create 
my final survey.  The questions focused on the person being interviewed writing in needs that are 
missing in the neighborhood, rating businesses in the neighborhood, and identifying where 
residents and nonresidents spend their money.  Some personal questions were included as well, 
asking the person being interviewed to identify things such as gender, age, income, education, 
etc. These personal questions were included so that once data was collected it could be analyzed 
based on different groups of people.  
2. Chosen Data to Collect 
The chosen data to collect revolved around five sections that were chosen based off the 
building code inspection questionnaire, with the resident survey comprised of twenty-nine 
questions and the nonresident survey of twenty.  The first section of each survey determined the 
location of where residents and nonresidents spend the majority of their money and the second 
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section determined what resident’s needs are, or what nonresidents think the needs of the 
Chandler and Pleasant Street neighborhood are.  The third section determined how residents and 
nonresidents perceive the Chandler and Pleasant Street neighborhood, while the fourth section 
determined what services/businesses residents and nonresidents thought were needed in the 
neighborhood, and the final section asked personal information about the individual being 
interviewed.  The original length of the survey was intimidating, so the Times New Roman font 
was changed to size 10 and the margins of the survey were changed to half an inch, yet both 
surveys were still thirteen pages long, including a cover page, a contact and project explanation 
page, and a map.  
The resident and nonresident surveys are similar in most aspects, but differed in wording 
and number of questions.  The survey specifically asked both residents and nonresidents the 
following questions: where they geographically purchase the majority of their goods and 
services, how they would rate certain businesses in the Chandler and Pleasant Street 
neighborhood, what priority they think the City of Worcester should give to different needs in 
the neighborhood, how they feel about certain aspects of shopping in the Chandler and Pleasant 
Street neighborhood, how they feel about certain job conditions in the Chandler and Pleasant 
Street neighborhood, if they feel the Chandler and Pleasant Street neighborhood has improved 
over the past five years, their gender, whether they are renting or buying their home, their age, 
the job held by the major wage earner in the home, the gross family income in the past year, their 
highest level of education completed, whether they have a valid driver’s license, and their 
ethnicity.  
The difference between the resident and nonresident survey is that the resident survey 
specifically asked the residents what the biggest advantages of living in their neighborhood are, 
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what types of recreational facilities/programs they would like to see in the neighborhood, what 
the top five family needs not being met are, what the top three businesses that they would like to 
see in the neighborhood are, and what the top three businesses they think are detracting from the 
neighborhood are.  With the nonresident survey, it specifically asked if they would ever consider 
living in the area, and why they would or would not live in the area, if they would travel into the 
area for a specific type of business or travel elsewhere, and if there were any types of businesses 
in the area that they thought were detracting from the neighborhood.  
D. Survey Distribution 
The means of collecting data had to be kept consistent with the chosen sampling for this 
project.  This project was trying to collect a sampling of a smaller amount of people in a 
population to in turn accurately represent the entire population; therefore it would have been 
inaccurate to collect information that would exclude a certain group of people in or outside of the 
community.  Determining how to collect data is greatly influenced by available resources and 
networking.  Mary Keefe works at the Pleasant Street Neighborhood Networking Center and 
provided me with introductions and contacts in the neighborhood.  Her networking capabilities 
helped me to survey groups of people that I previously would not have had the ability to survey 
due to my lack of resources.  
Since the written survey was only available in English, the amount of businesses and 
people surveyed for this project was limited to only the following businesses: 
TABLE 2: The Ten Businesses/Centers Surveyed for this Project 
Economy 
Paints 
Amethyst Point The David L. 
Higgins Jr. Center
The Worcester 
Youth Center 
The Neighborhood 
Networking Center  
The Pleasant 
Street Grille 
The Quantum 
Wellness Center 
The Willis 
Outreach Center 
Standard 
Electric 
The MLK Business 
Empowerment Center 
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I. How Data Were Collected 
Originally a focus group had been decided as the most appropriate means of collecting a 
larger group of information from community residents; however the limited amount of time 
available for data collection prevented focus groups from being a means of data collection.  The 
type of survey used in this project was an intercept survey because it enabled me to survey 
residents on site; however, the length of the survey prevented it from being distributed on the 
streets and quickly filled out. The written survey was instead brought to businesses and left for 
employees, either in their mailboxes or in person, and collected at a later date. 
Two employees from the Pleasant Street Neighborhood Networking Center, and the 
owner of the Pleasant Street Grille, helped with the distribution of the surveys as well.  The 
Neighborhood Networking Center employees distributed surveys to community leaders and 
residents they knew, and the owner of Pleasant Street Grille distributed them to some of her 
regulars. 
Data for this project were strictly collected through written surveys.  It was quickly 
realized that businesses were not going to allow for surveying to take place at their business; 
therefore the means of collecting the data were changed.  The decision to leave surveys at 
businesses was made due to both the length of the survey as well as the time of year the survey 
was being conducted.  The survey took about 20 to 25 minutes to fill out, and the Thanksgiving 
Holiday was a busy time for companies and employees, therefore many places needed more time 
to complete surveys.  
Only one or two businesses declined filling out the survey entirely because they did not 
have the time to fill them out before I needed to collect them.  An additional cover sheet for each 
survey, one for “community residents” and one for “employees” (a.k.a. nonresidents) was 
created, and was attached to each survey.  The coversheet explained when I would be returning 
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to pick up the surveys and also explain where to put the surveys once they are completed, please 
see appendix 5 and 6 to see the “community resident” and “employee” coversheet.  To 
accommodate a larger time frame needed to complete the surveys, I spoke to owners or managers 
of businesses and if permitted, surveys were left at the business, usually in mailboxes, and a 
manila envelope titled “Completed WPI Consumer Needs Surveys” was provided for the 
completed surveys to be placed in to be collected.   
E. Analysis 
In regards to the data collected from this project, the most difficult part was organizing 
the information collected because the surveys were so long and asked so much information.  The 
data collected was analyzed across different categories and whether the person being surveyed 
lived inside or outside of the Chandler and Pleasant Street area.  A breakdown of each survey is 
explained in the following section.  
Tables were used to represent quantitative data while lists were used to represent 
qualitative data.  The information collected about consumer needs in the Chandler and Pleasant 
Street neighborhood will improve the data collection and findings by directly providing 
information about the needs of residents and how nonresidents view the Chandler and Pleasant 
Street neighborhood.  Feedback from both residents and nonresidents was important to this 
research, however because a main goal of this project was to determine the consumer needs of 
residents of the Chandler and Pleasant Street neighborhood, the consumer needs data collected 
from residents was more important to this project. 
I. Resident and Nonresident Surveys  
The questions asked in the resident survey were more directly related to types of 
businesses and needs that are missing in the area.  The questions asked of the nonresidents varied 
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in that they were specifically tailored to determine how outsiders, in this case the employees of 
businesses in the area, view the Chandler and Pleasant Street area. Six of the quantitative (close-
ended or numerical) question are listed and broken down as follows:  
TABLE 3: Breakdown of Quantitative Questions of Surveys 
SURVEY QUESTION #1: In which of the following locations do you purchase the majority of the following goods 
and services? 
What Measured Why Measured 
 ) Residency 
 ) Drivers 
license 
 ) To investigate if people purchase different goods/services depending on where 
they live 
 ) To investigate if the ability to travel outside of the neighborhood influences 
where people purchase goods/services 
SURVEY QUESTION #2: How would you rate the following business services in the Chandler and Pleasant 
Street neighborhood?  
What Measured Why Measured 
 ) Residency 
 ) Gender 
 ) Age 
 ) To investigate if residency influences how a person rates the business services in 
the Chandler and Pleasant Street neighborhood 
 ) To investigate if men and women rate business services differently in the 
Chandler and Pleasant Street neighborhood 
 )  To investigate if age influences how a person rates the businesses in the 
Chandler and Pleasant Street neighborhood 
SURVEY QUESTION #3: What priority should the City of Worcester give to the development of each of the 
following in the Chandler and Pleasant Street neighborhood? 
What Measured Why Measured 
 ) Residency 
 ) Ethnicity 
 ) To investigate if residents and nonresidents think differently about how the City 
of Worcester should prioritize certain things in the community 
 ) To investigate if different races think differently about how the City of Worcester 
should prioritize certain things in the community 
SURVEY QUESTION #4: How satisfied are you with the following aspects of shopping in the Chandler and 
Pleasant Street neighborhood? 
What Measured Why Measured 
b) Residency  ) To investigate if residents and nonresidents think differently about the shopping 
in the Chandler and Pleasant Street neighborhood 
SURVEY QUESTION #5: How would you rate the following conditions in the Chandler and Pleasant Street 
neighborhood? 
What Measured Why Measured 
b) Residency 
b) Gender 
a) To investigate if how residents and nonresidents view certain neighborhood 
conditions differently  
b) To investigate if men and women view certain neighborhood conditions differently 
SURVEY QUESTION #6: How would you rate the following job conditions in the Chandler and Pleasant Street 
neighborhood? 
What Measured Why Measured 
c) Residency 
c) Ethnicity 
c) Gender 
a) To investigate if residents and nonresidents view the job conditions differently in 
the Chandler and Pleasant Street neighborhood 
b) To investigate if certain races view job conditions differently than others 
c) To investigate if men and women view the job conditions of the neighborhood 
differently, i.e. if there are more job opportunities for men than women, or women 
than men 
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F. Problems Encountered 
I. Translation Problems 
The length of the survey and the time restraint on this project proved to be a significant 
barrier to translating the survey into other languages.  A thirteen page survey is difficult to 
translate for no money and in a timely manner and unfortunately this survey was never fully 
translated over into Spanish or Albanian.  At the beginning of the term, Mary Keefe explained 
that the ESL class being held at Elm Park School in Worcester, Massachusetts mainly consisted 
of new immigrants who were mainly Albanians.  Since recent immigrants were a group in the 
community that would have been very beneficial to have input from, an Albanian version of the 
survey was needed.  
If the surveys had been available in Spanish and Albanian then I would have been able to 
pass more surveys out to a wider audience.  The Willis Outreach Center on Chandler Street was 
one of the few places that would have allowed me to survey at their business, however they 
explained that nearly everyone who came to the center spoke Spanish and it would only be 
beneficial to my project if the survey was available in Spanish.  A member of the Pleasant Street 
Neighborhood Networking Center offered to drop off surveys with friends of hers; however they 
needed to be in Spanish.  The ESL teacher said that if the survey had been available in Albanian 
that she would have passed them out to ESL students and had them fill them out and return them.  
Had the surveys been in another language, the surveying could have reached into other groups in 
the community and helped in creating an accurate sampling. 
II. Survey Completion Problems 
 The length of the written survey proved not only to be difficult for people to take the time 
to begin filling out, it also caused many surveys to be returned incomplete.  The length of the 
survey could not have been changed for the surveys being translated because it would lead to 
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bias in the answers since people taking the time to fill out an entire survey are more apt to rush 
through questions and not answer them the same or in as much detail as someone filling out a 
survey half the size.  
Over two-hundred surveys were distributed but only forty-one were returned.  Out of the 
forty-one returned, only thirty-six were filled out in entirety.  The two questions on the 
incomplete surveys that were consistently left blank were the questions asking the income and 
ethnicity of the individual.  Since income and ethnicity were not recorded, it was impossible to 
include these surveys in the analysis across race and income, therefore these incomplete surveys 
were not included in the analyses. 
 The detail of the survey also proved to be difficult for younger individuals.  Surveying 
was conducted at the Worcester Youth Center and even young adults in their late teens had a 
difficult time understanding what certain questions meant and providing correct answers to 
questions.  Since I was present at the surveying at the Worcester Youth Center I was able to 
answer any questions or problems the kids had in regards to the survey.  However, surveys that 
were left at businesses and filled out while I was not present, could potentially have questions 
that were misinterpreted, therefore incorrect data could potentially have been written down.  
III. Project Problems 
This project relied heavily on the involvement and cooperation of others, and 
unfortunately most people were not that cooperative.  One owner of a business explained that his 
business was “much too busy to take the time to fill out a survey” and then proceeded to lecture 
me about procrastination and waiting until the end of my semester to begin surveying.  Other 
people were either too busy to return phone calls or were simply ignoring them.  People that 
were actively involved in helping with distributing surveys were also difficult to rely on because 
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the survey is simply not a top priority to them, and although they were being helpful, they were 
not timely in their surveying or they never got around to distributing the survey at all.   
Overall the problems with this project were a direct cause of the difficulty and length of 
the survey.  Even when the survey was changed over into size 10 font and half an inch margins 
to make it appear smaller in length, the problem was that people were still essentially handed a 
booklet to complete during a busy time of year, for a person they do not know, and with no real 
incentive. 
G. Conclusion 
This methodology outlined the means of completing the project that were originally 
thought to be most accurate and appropriate for the completion of this project in the Chandler 
and Pleasant Street community.  Past methods of finding consumer needs were researched and 
specific methods were chosen for this project and explained in depth.  Unfortunately problems 
were encountered in regards to the translation of the survey, the completion of the survey, and 
the distribution of the survey.  These problems caused the original means of conducting this 
research to be altered to better fit the problems encountered.  The collected and analyzed data is 
biased because of the lack of returned and completed surveys, the fact that the survey was only 
available in English and therefore could  not cross language barriers, and the fact that intercept 
surveys were not able to be performed because business owners would not permit any surveying 
in their businesses.   
Despite the incorrect representation of the given population, the data collected still 
provides some information for businesses and community development centers to better 
understand how to help the surrounding community.  The types of businesses that were identified 
as “needed” could potentially prosper in the Chandler and Pleasant Street neighborhood.  These 
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surveys provided Worcester Common Ground with minimal yet important information that helps 
them to better understand the Chandler and Pleasant Street residents as well as nonresidents, and 
can be used to further help the Chandler and Pleasant Street area economically prosper. 
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4. Findings 
I. Residents  
A. Data about Residents 
 After collecting the surveys distributed along the Chandler and Pleasant Street 
neighborhood, only fifteen resident surveys were returned.  Of those surveys, only eleven were 
filled out in entirety.  Four men (36.36%) and seven women (63.64%) completed the survey, and 
the average amount of time living in the Chandler and Pleasant Street area for the group was 
approximately 6.6 years.   The amount of time living in the neighborhood ranged from 1 month 
to over 25 years.  Nine of the eleven (81.81%) had some kind of college education (nine 
graduating from some college and two with graduate degrees), with the remaining two (18.19%) 
residents still attending high school.   
Seven of the eleven residents (63.64%) expected to be living in the neighborhood five 
years from now.  Approximately half (45.45%) the residents returning completed surveys owned 
their home, with the remaining 54.55% currently renting.  The average gross total family income 
during the last year for these residents was approximately $35,000, however, the data collected 
on income shows that two of the eleven (18%) residents identify their income as being less than 
$10,000, another two (18%) identify it as being between $10,000-$20,000, and another two 
(18%) identify it as being between $20,000 and $30,000, where as the remaining five (45.45%) 
identify their income as $60,000 and over.  
Seven out of the eleven (64%) residents were Caucasian, one out of the eleven (9%) were 
African American, one out of the eleven (9%) were American Indian, and two out of the eleven 
(18%) were Latino.  Of the eleven residents, only 10 were eligible for a license (one resident 
surveyed was 15), and of these eligible ten, only seven (70%) had a valid drivers license.  The 
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ages of people interviewed ranged from 15 to 69, with the average age being approximately 38 
years old. 
B. Feelings about the Chandler/Pleasant Street Area 
Residents were asked two questions about their neighborhood:  
1) if they felt their neighborhood was a better, the same, or a worse place to live than it was five 
years ago 
2) what the biggest advantages of living in their neighborhood are 
 
Eight of the eleven residents (72.72%) felt that their neighborhood was the same or a 
better place to live than it was five years ago, with only two residents (18.18%) stating they felt 
the area was worse, and one (9.1%) resident stating they do not know because they have not 
lived in the area for more than five years.  
The biggest reported advantages of living in the Chandler and Pleasant Street 
neighborhood included the following: 
1) Diversity 
2) Accessibility To Downtown & Highway 
3) Bus Route  
4) Friendliness Of People  
5) Affordable Housing 
6) Elm Park In Walking Distance  
7) Availability Of Businesses On Park Avenue 
8) The Organizations & Residents In The Area 
 Ten residents identified one to three advantages, and the top five that kept recurring 
focused around:  
1) the location of the area 
2) the bus route traveling through the area 
3) the organizations and businesses in the area  
4) the affordable housing 
5) the kind neighbors 
C. Businesses and Services Needed  
Residents were asked four questions asking them to identify the following:  
1) what types of recreational facilities/program would they like to see in their neighborhood that 
are not currently available 
2) what the top five unmet personal or family needs 
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3) the types of businesses/services they would like to see in the neighborhood that are not 
currently available,  
0) the types of businesses/services they think are detracting from their neighborhood 
 
The types of recreational facilities/programs that residents identified as wanting to be 
available in their neighborhood are as follows:  
• Pools  
• After school tutoring  
• Senior Daycare 
• Bowling  
• Small Parks 
• Community Gardens  
• More Basketball Hoops 
• Movies/Cinemas 
• Already Existing Facilities Free 
And Open To Residents To Use 
• Affordable Sport 
Programs For All Ages  
• Community School 
Programs Related To All 
Ages  
Ten residents identified one to three recreational facilities/programs they would like to 
see and the top five that kept recurring focused on 1) more green space, 2) affordable sports 
programs for all ages, 3) movie/cinemas, 4) pools, and 5) after school programs/sports/tutoring. 
The types of family needs identified as not being met are as follows:  
• After School 
Programs 
• Affordable Sports 
Programs 
• Cheaper Housing 
• Elder Daycare 
• Banks 
• AA Group 
Meetings 
• Affordable 
Transportation 
• Quality And 
Variety Of 
Goods 
• Competitive 
Wages Raise 
Minimum Wage
• Healthcare 
• Drycleaners 
• Toy Stores 
• Appliance Stores 
• Movie Rentals 
• Stores Like Wal-
Mart/Target In Area 
• Daycare 
• Better Distribution Of 
Mass Health 
• Basketball 
Programs 
• Football Camp 
• Auto Training 
• Pharmacy 
• Driving School 
• Local Grocery 
Stores That Are 
Not Spanish 
Nine residents identified one to five needs and the top five that kept recurring focus on 1) 
daycare, 2) after school programs, 3) sports programs, 4) affordable transportation, and 5) better 
health care services. 
The types of businesses/services residents identified as wanting in their neighborhood 
that are not currently available are as follows:  
• Movie/Cinema 
• Store 24  
• Adult Learning Facility 
• Teen Homeless Shelters 
• Boutiques 
• Bakery 
• Drycleaners 
• Wal-Mart 
• More Drug Rehab Services 
• Police Substation  
• A College/High School Satellite Program 
• Hardware Store 
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Eleven residents identified one to three needs and the top five businesses/services that 
kept recurring were 1) a hardware store, 2) a dry cleaner, 3) a cinema, 4) a daycare, and 5) an 
adult learning facility.    
The types of businesses/services that residents identified as detracting from their 
neighborhood are as follows: 
• Pawn Shop 
• Pleasant Café 
• All Bars 
• Dollar And Convenient 
Store (Litter Producers) 
• Prostitution 
• Small Used Cars Sales Lots 
• Slum Lords 
• Drug Dealers 
 Seven residents identified these businesses/services, and the top five were 1) the pawn 
shop, 2) bars, 3) drug dealers, 4) slum lords, and 5) car sales lots.  
D. Comments from Residents 
At the end of the written survey there was an area provided for the resident to write down 
any additional comments about the survey or their neighborhood and needs. Only one comment 
was made about the map (appendix 10) that was provided. The resident felt that the map was 
“quite confusing” and that it “may be helpful to know what people who live on your target 
streets define the neighborhood as being”. Some of the other issues identified in the additional 
comments were about safety, ESL classes, sidewalk repairs, effects of resident’s not owning a 
car, effects of stores like Wal-Mart and Target having on small businesses, and the 
underutilization of community schools.  
One resident felt that ESL classes need to be geared toward the elderly population and 
Albanians in particular, and that there needs to be serious attention given to repairing sidewalks 
because the area is highly pedestrian and the current conditions of the sidewalks in the area are 
“horrible”. The same resident also stressed how community schools are a valuable resource that 
are underutilized and that they should potentially be used to provide adult and life-long 
education.  
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Another resident wanted to see more recreational opportunities for both adults and 
children to participate in, and also felt the safety of the neighborhood needed some “tending to”. 
They explained that there have been five homicides in the last few months and that police foot 
patrols would be an adequate means of stopping this.  
A third resident identified that the main element behind most problems in the area is that 
residents cannot afford a car and therefore are unaware of outside opportunities and outside 
businesses. The same resident also felt that stores like Wal-Mart and Target were a big problem 
because “they make it hard for small businesses to survive… so even if we had a hardware store 
in the neighborhood (and we did have one once), it probably would not succeed”.  
II. Nonresidents 
A. Data about Nonresidents  
After collecting the surveys distributed along the Chandler and Pleasant Street 
neighborhood, only twenty-six nonresident surveys were returned. Of those surveys, only 
twenty-five were filled out in entirety. Thirteen men (52%) and twelve women (48%) completed 
the survey, with approximately half (48%) owning their home, with the remaining 52% currently 
renting. Nineteen of the twenty-five (76%) nonresidents had some kind of college education 
(thirteen graduating from some college, and six with graduate degrees). 
The average gross total family income during the last year for these residents was 
approximately $42,000, however, the data collected on income shows that only one of the 
twenty-three nonresidents who answered this question had an income of less than $10,000. 
Twelve (52.17%) others identify their income as being between $10,000 and $50,000, while the 
remaining ten nonresidents (43.48%) identify their income as $60,000 and over.  
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Ten out of the twenty-five (40%) nonresidents were Caucasian, nine out of the twenty-
five (36%) were African American, and six out of the twenty-five (24%) were Latino. Of the 
twenty-five residents, only twenty-four were eligible for a license (one nonresident surveys was 
15), and of these eligible twenty-four, only twenty (83.33%) had a valid drivers license. The ages 
of nonresidents people interviewed ranged from 15 to 61, with the average age being 
approximately 39 years old. 
B. Feelings about the Chandler/Pleasant Street Area  
Nonresidents were asked two questions about the Chandler/Pleasant Street area: 
0. if they felt the neighborhood was a better, the same, or a worse place to shop than 
it was five years ago 
0.  and if they would ever live in the area 
 
Thirteen of the twenty-four residents (54.17%) felt that the Chandler/Pleasant Street area 
was the same or a better place to shop than it was five years ago, with only one nonresidents 
(4.17%) stating they felt the area was worse, and the remaining ten nonresidents (41.67%) stating 
they do not know.  
When asked if they would ever live in the Chandler/Pleasant Street area, nineteen of the 
twenty-four (79.17%) said they would not. People who said they would live in the area and 
people who said they would not live in the area were also asked to list the top three reasons why 
they would or would not live in the area. Of the group of five nonresidents who said they would 
live in the area, the top three recurring reasons were: 
0. affordable housing  
0. close location to job 
0. good location to all parts of Worcester including the highway 
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Of the group of nonresidents who said they would not live in the area, the top three 
recurring reasons were: 
0. crime/safety 
0. not child friendly location 
0. dirty/unattractive appearance      
C. Businesses and Services Needed  
Nonresidents were asked two questions about businesses in the Chandler/Pleasant street 
area. The first asked if there were a certain type of business available along the 
Chandler/Pleasant street area that they need, whether or not they would travel into the area and 
shop at it, and depending on the nonresident’s answer they were then asked to list the top three 
businesses/services they would like to see in the Chandler/Pleasant street area that are not 
currently available or they were asked to explain why they would not travel into the 
Chandler/Pleasant street area to shop. The second question asked if they felt that there were any 
businesses in the Chandler/Pleasant street area that were detracting from the neighborhood, and 
if they did to list the businesses.  
Twenty-two of the twenty-five (88%) nonresidents identified that they would travel into 
the Chandler/Pleasant street area to shop if a certain type of business/service was available. The 
types of businesses/services that nonresidents identified as wanting to be available in the area are 
as follows:  
• Banks 
• More Restaurant Variety 
• Higher Level 
Restaurants 
• More Clothing Stores 
• A Meat Market 
• A Dollar Store  
• A Music Store 
• More After School Programs 
• A Health Club 
• A Membership Night Club 
And Restaurant 
• Daycare 
• A Large Grocery Store Chain 
• Neighborhood Watch  
• An Ice Cream Shop 
• A Shoe Store 
• A Drycleaners 
• An Office Supply Store 
• A Gift Shop 
• A Home Repair Store  
• An Arcade 
• An Addiction Service 
• A Job Center 
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Twenty-two nonresidents identified one to three businesses/services they would like to 
see in the area and the top five that kept recurring focused on 1) a larger variety of restaurants, 2) 
a clothing store for men, 3) women, and 4) children, and 5) after-school programs.  
The remaining three nonresidents who said they would not travel into the area to shop 
said that there was 1) too much risk of crime in the area, 2) there is no parking, and 3) the 
neighborhood looks unappealing, therefore they would travel somewhere else to shop. 
Although a couple nonresidents identified that they would rather travel elsewhere to shop 
than travel into the Chandler/Pleasant street neighborhood, the other 88% said that they would 
come into the area and spend money at stores if certain types of businesses were available. This 
is promising for potential or current businesses in the area because this means that businesses can 
reach a group of consumers outside the area and increase profits. 
Of the twenty-four nonresidents, fifteen (62.5%) said that they did not know if there are 
any businesses in the Chandler/Pleasant street area that are detracting from the neighborhood. Of 
the remaining nine, seven (77.78%) felt that there were some businesses in the area that were 
detracting from the neighborhood while two (22.22%) nonresidents did not think there were any. 
Some of the businesses identified as detracting from the neighborhood were: 
• Liquor Stores In 
General (Especially 
Kirsch Liquors) 
• Car Dealers 
• Drug Dealing  
• Prostitution 
• Pawn Shop 
• Getty Gas Station At 
Chandler And Murray 
Avenue 
• Gangs 
• The Hess Gas Station At 
Chandler And Park Avenue 
• Bars In General 
• Pizza Places 
D. Additional Comments from Nonresidents   
At the end of the written survey there was an area provided for the nonresident to write 
down any additional comments about the survey or the Chandler/Pleasant street neighborhood. 
No comments were made about the survey, but five nonresidents commented on the 
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neighborhood. Some of the issues identified in the additional comments were about the need for 
green space in the area, the need for parking lots, addressing the crime in the area, educational 
programs for residents, and lighting.  
One resident felt that the area needed more trees, benches, and flowers along the street to 
encourage foot traffic. The same person also felt that because of traffic and crime in the area it 
would be important to have a well lit and surveillance monitored municipal parking lot in the 
area. Another nonresident commented on the overall appearance of the neighborhood, saying that 
businesses and homes needed to be updated and “revamped”. The same person along with three 
others explained that crime and lack of parking was the main reason why they did not shop or 
spend time in the area. Another nonresident explained that she hates working after dark because 
of the reputation of the area. She said she is “very afraid to be in this neighborhood, and I only 
have to walk across the street to my workplace’s parking lot”.  
A final nonresident, who was an employee at the MLK Business Empowerment Center, 
made an important comment about the section of the survey asking about services needed in the 
area. She explained that the MLK Business Empowerment Center offers a lot of the classes and 
training programs mentioned in the survey, however, residents either do not know about them or 
do not care about them and therefore do not sign up, so they get cancelled. If these classes and 
training programs were better advertised or maybe were free or less expensive, there could 
potentially be more residents taking advantage of them. 
III. Comparisons between Residents and Nonresidents 
 Consumer needs related to businesses, services, and shopping in the Chandler and 
Pleasant Street neighborhood were investigated and recorded in the survey.  The following five 
charts contain the calculated percentages of how both residents and nonresidents rated 
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businesses, services, and shopping in the Chandler and Pleasant Street neighborhood.  Each of 
the following charts will have a brief explanation and analysis below it and for all charts 
provided in this project, empty cells represent 0%.  
 Residents and Nonresidents were asked five of the same questions: 
0. To rate eight business services in the neighborhood from above average to below 
average; 
0. To rate the priority the City of Worcester should give to the development of fourteen 
provided categories from high priority to low priority; 
0. To rate the level of satisfaction felt while shopping in the Chandler and Pleasant Street 
neighborhood from very satisfied to very dissatisfied; 
0. To rate the five conditions in the Chandler and Pleasant Street neighborhood from 
excellent to poor; 
0. To rate the job conditions in the Chandler and Pleasant Street neighborhood from 
excellent to poor. 
      
TABLE 4: Percentages of how Residents/Nonresident Rate the Following Business Services 
in the Chandler/Pleasant Street Neighborhood   
 Above 
Average 
(Non) 
Above 
Average 
(Res) 
Average 
(Non) 
Average 
(Res) 
Below 
Average 
(Non) 
Below 
Average 
(Res) 
N/A 
(Non) 
N/A 
(Res) 
Don’t 
Know 
(Non) 
Don’t 
Know 
(Res) 
Grocery 
stores 
12% 27.27% 32% 27.27% 32% 36.36% 4%  20% 9.1% 
Pharmacies 20% 27.27% 44% 63.64% 16%   9.09% 20%  
Clothing 
stores 
 18.18% 44% 18.18% 16% 36.36% 20% 18.18% 20% 9.1% 
Entertainment 16% 9.09% 64% 9.09% 8% 18.18%  54.55% 12% 9.09% 
Hardware/ 
lumber stores 
  20% 18.18% 28%  36% 72.73% 16% 9.09%  
Paint stores 4% 9.09% 24% 45.46% 12% 9.09% 20% 18.18% 40% 18.18% 
Auto services 4% 36.36% 36% 27.28% 16%  4%   40% 36.36%
Banking/ 
financial 
services 
4% 36.36% 52% 45.46% 12%  8% 9.09% 24% 9.09% 
Table 4 shows how both residents and nonresidents rate eight business services in the 
Chandler and Pleasant Street neighborhood.  A high percentage represents a larger amount of 
people choosing a specific answer (in this case, above average, average, below average, not 
available, or don’t know).  The dark bordered cells represent the highest percentages for each of 
the sixteen categories.   
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The majority of residents rated grocery stores and clothing stores below average, while 
pharmacies, paint stores, and banking/financial services are average for the area.  In the auto 
service section, 36.36% of residents said that they did not know how to rate the business 
services, but the same percent said that auto services were above average.  Hardware/lumber 
stores and entertainment were rated by the majority as not available, yet the remaining residents 
(27.27% for hardware/lumber stores, and 45.45% for entertainment) sited that for the area 
hardware/lumber stores were average and entertainment was below average.  Seven out of the 
eight business services were rated average and below, with only auto services being rated above 
average by one third of the residents surveyed.  This information is important because although 
most of these business services are available in the area, they are not beneficial to the population 
because they poorly provide to the community. 
The majority of nonresidents rated grocery stores as both average and below average, 
while pharmacies, clothing stores, entertainment, paint stores, auto services, and 
banking/financial services were rated average.  Both paint stores and auto services were 
identified as not known by nonresidents, but of the nonresidents that rated the two services, both 
were rated as average.  Hardware/lumber stores were rated by 36% as not available in the area, 
but the next highest percent rated the hardware/lumber stores as below average.  None of the 
eight businesses were rated above average, and this information is important for the same 
reasons the resident information is because although the majority of the business services are 
available in the area, they are not beneficial to the population because they poorly provide to 
outside consumers as well. 
 Nonresidents rated seven of the eight business services as average, while residents only 
rated three of the eight as average.  Although nonresidents do shop in the area, residents know 
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the area better and therefore feedback from residents more accurately depicts how the business 
services in the area really are.  Therefore, business services in the area are poorly providing to 
both residents and nonresidents. 
In regards to business services in the area, I investigated if gender or age influenced how 
residents and nonresidents rated businesses.  After looking into the details of the data, it was 
found that age and gender did not influence how people rated the businesses.  This was an 
interesting find because it points out that each of the services are poorly providing to all ages, 
and both men and women.  An example of a conclusion that can be drawn from this data is that 
clothing stores for men, women, and children are needed in the neighborhood, as well as 
entertainment for all ages. 
 
TABLE 5: Priority that Residents/Nonresidents Feel the City of Worcester Should Give to 
the Development of Each of the Following 
 High 
Priority 
(Non) 
High 
Priority 
(Res) 
Medium 
Priority 
(Non) 
Medium 
Priority 
(Res) 
Low 
Priority 
(Non) 
Low 
Priority 
(Res) 
1. More affordable housing 72% 80% 20% 20% 8%  
2. Business offices 24%  48% 50% 28% 50% 
3. Warehouses 12%  28% 10% 60% 90% 
4. Neighborhood convenience 
stores 
44% 20% 28% 40% 28% 40% 
5. Fast food restaurants 16%  28% 30% 56% 70% 
6. Entertainment 48% 60% 40% 20% 12% 20% 
7. Research park 20% 10% 24% 40% 56% 50% 
8. Home businesses 52% 30% 28% 60% 20% 10% 
9. Community college 60% 80% 12% 10% 28% 10% 
10. Higher education campus 60% 70% 24% 20% 16% 10% 
11. Daycare 56% 60% 36% 30% 8% 10% 
12. Home repair 60% 30% 28% 40% 12% 30% 
13. Health care/hospitals 40% 60% 36% 10% 24% 30% 
14. Open space/Parks 52% 80% 32% 10% 16% 10% 
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Table 5 shows how both residents and nonresidents think that the City of Worcester 
should prioritize fourteen given categories.  A high percentage represents a larger amount of 
people choosing a specific answer (in this case, high priority, medium priority, or low priority).  
The dark bordered cells represent the highest percentages for each of the fourteen categories.   
The majority of residents identified warehouses, fast food restaurants, and a research park 
as a low priority, home businesses, and home repair as a medium priority, and more affordable 
housing, entertainment, a community college, a higher education campus, daycare, health 
care/hospitals, and open space/parks as a high priority.  Business offices and neighborhood 
convenience stores were equally rated as medium and low priority.  Half of the fourteen 
categories were identified as needing to be a high priority of the City of Worcester and this is 
important because the City of Worcester can use this information when making decisions about 
what they should put into the Chandler and Pleasant Street community. 
The majority of nonresidents identified warehouses, fast food restaurants, and a research 
park as a low priority, business offices as a medium priority, and more affordable housing, 
neighborhood convenience stores, entertainment, home businesses, a community college, a 
higher education campus, daycare, home repair, health care/hospitals, and open space/parks as a 
high priority.  Ten of the fourteen categories were identified as needing to be a high priority of 
the City of Worcester and this is important because the City of Worcester can use this 
information when making decisions about what they should put into the Chandler and Pleasant 
Street community to attract outside 
 Nonresidents and residents both rated eleven of the fourteen categories as medium to 
high priority, listing warehouses, fast food restaurants, and a research park as being the three 
with the lowest priority.  Although nonresidents live outside the area, it is interesting to see that 
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they prioritize the same types of things as residents do.  This is important because constantly 
residents and nonresidents are classified as different types of people with different lifestyles, so it 
is good to know that they agree on common aspects of the neighborhood.  If there were ever 
changes to be made by the City of Worcester it is reassuring to know that if changes are made to 
one of the above categories that it would be met with support from both residents and 
nonresidents.  
In regards to question of priorities that should be taken by the City of Worcester in the 
Chandler and Pleasant Street neighborhood, I investigated if ethnicity played any role in 
influencing how residents and nonresidents identified levels of priority.  Both residents and 
nonresidents were investigated and for each category the number of ethnicities rating the 
priorities was equal.  This is important because it shows that out of the ethnicities investigated in 
this project, there is an overall agreement among races in regards to the priorities that should be 
taken by the City of Worcester.  
 
TABLE 6: Level of Satisfaction Felt by Residents/Nonresidents While Shopping in the 
Chandler/Pleasant Street Neighborhood  
 Very 
Satisfied 
(Non) 
Very 
Satisfied 
(Res) 
Satisfied 
(Non) 
Satisfied 
(Res) 
Somewhat 
Satisfied 
(Non) 
Somewhat 
Satisfied 
(Res) 
Dissatisfied 
(Non) 
Dissatisfied 
(Res) 
Very 
Dissatisfied 
(Non) 
Dis
(
 + 2 + 2 + 1 + 1 0 0 – 1 – 1 – 2 
Convenience 
Shopping 
12.5% 22.22% 29.17% 44.44% 20.83% 22.22% 8.33% 11.12% 4.17% 
Quality of 
goods 
12.5%  37.5% 55.56% 12.5% 11.11% 4.17% 33.33% 12.5% 
Selection of 
goods 
8.33% 11.11% 33.33% 44.44% 16.67% 33.34% 16.67% 11.11% 8.33% 
Prices 4.17% 11.11% 41.67% 33.33% 12.5% 11.11% 16.67% 11.12%  3
Hours stores 
are open 
16.67% 22.22% 33.33% 77.78% 12.5%  12.5%   
Variety of 
stores 
8.33% 11.11% 25% 11.11% 29.17% 33.33% 12.5% 44.45% 8.33% 
Availability 
of Parking 
12.5%  16.67% 33.33% 20.83% 11.11% 16.67% 44.45% 25% 1
Friendliness 
of stores 
4.17% 11.11% 29.17% 44.44% 41.67% 11.11% 8.33% 11.11%  22
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Table 6 shows how residents and nonresidents rated the eight given aspects of shopping 
in the Chandler and Pleasant Street neighborhood.  A high percentage represents a larger amount 
of people choosing a specific answer (in this case, answers range from very satisfied to very 
dissatisfied).  The dark bordered cells represent the highest percentages for each of the eight 
categories. 
The majority of residents were dissatisfied with the variety of stores and the availability 
of parking in the area, however they were satisfied with the convenience, the quality of goods, 
the selection of goods, the prices, the hours stores are open, and the friendliness of stores.  
Ironically, residents were both satisfied and very dissatisfied with the prices of stores.  I 
investigated the ages and the income level of both the people who rated the stores price as 
“satisfied” and “very dissatisfied” and the three people who rated the stores prices as very 
dissatisfying had entirely nothing in common.  Two were male and one was female, they had 
been living in the neighborhood anywhere from 4 years to 25 years, they were ages 24, 25, and 
40, and one made an income of less than $10,000, one made an income of $20,000 to $30,000 
and the other made over $70,000.  However, the three residents who were satisfied with the 
prices in the neighborhood had a lot in common.  They were all female and had been living in the 
neighborhood over 7 years.  They were all older women, one 51, a second 55, and the last 69, 
and two made an income of $10,000 to $20,000 and the other made an income of $60,000 to 
$70,000.  Since there are no defining characteristics of this population that infer that the price of 
things bought is related to any specific characteristic, opinion on price appears to be a personal 
preference.  
The majority of nonresidents were either satisfied or somewhat satisfied with all eight 
shopping aspects.  They were satisfied with the convenience, the quality of goods, the selection 
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of goods, the prices, and the hours stores are open, and they were somewhat satisfied with the 
variety of stores, the availability of parking, and the friendliness of stores.  This information is 
important because it shows that outside residents who do shop in the neighborhood are in general 
satisfied with the shopping in the Chandler and Pleasant Street neighborhood.  This level of 
satisfaction is good for current businesses to know because it is positive reinforcement on how 
their business is already performing, and good for potential businesses to know because it shows 
that outside residents have been satisfied with the shopping in the area so far and will continue to 
shop in the neighborhood. 
  
TABLE 7: Percentages of how Residents/Nonresidents Rate the Following Conditions in 
the Chandler/Pleasant Street Neighborhood 
 Excellent 
(Non) 
Excellent 
(Res) 
Good 
(Non) 
Good 
(Res) 
Fair 
(Non) 
Fair 
(Res) 
Poor 
(Non) 
Poor 
(Res) 
Don’t 
Know 
(Non) 
Don’t 
Know 
(Res) 
1. Local 
businesses 
meeting needs of 
residents 
  33.33% 20% 25% 60% 16.67% 20% 25%  
2. Citizens’ 
support for 
attracting new 
business and 
industry 
 10% 16.67% 20% 29.17% 30% 29.17% 40% 25%  
3.  Local 
government’s 
commitment to 
develop new jobs 
in 
Chandler/Pleasant 
area 
8.33%  12.5%  16.67% 20% 41.67% 80% 20.83%  
4. Local 
government’s 
support for new 
businesses  
  20.83%  25% 40% 37.5% 50% 16.67% 10% 
5. Attractiveness 
of local 
businesses to 
tourists 
  4.17%  20.83% 30% 58.33% 60% 16.67% 10% 
 Table 7 shows how residents and nonresidents rated the five given conditions in the 
Chandler and Pleasant Street neighborhood.  A high percentage represents a larger amount of 
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people choosing a specific answer (in this case, either excellent, good, fair, poor, or don’t know).  
The dark bordered cells represent the highest percentages for each of the five categories.   
The majority of residents found none of the five conditions were rated in the majority as 
good or excellent.  Local businesses meeting the needs of residents were rated as fair, but the 
remaining four conditions were rated as poor.  This is important because it shows that residents 
know that they are doing a poor job in supporting and attracting new business and industry to the 
area, they know that the local government’s commitment to develop new jobs in the 
neighborhood is poor, they know the local government is doing a poor job in supporting new 
businesses, and they know that local businesses are doing a poor job at appearing attractive to 
tourists.  A third of the nonresidents rated local businesses meeting the needs of the residents as 
good.  They felt that citizens’ support for attracting new business and industry was fair to poor, 
and the remaining three conditions were rated as poor.   
This information is important to the local government because it means that both 
residents and nonresidents think that they are doing a poor job in committing to develop new 
jobs in the area and a poor job in support new businesses, so they should consider changing how 
they go about better meeting these conditions.  The attractiveness of local businesses to tourists 
is also an important question because nonresidents essentially are tourists, and over half of 
nonresidents and 60% of residents find the attractiveness of business to be poorly maintained.  
Businesses can use this data to change the appearance of their business because now they know it 
is an influential factor in how both residents and nonresidents view the businesses in the 
neighborhood. 
In regards to neighborhood conditions, I investigated if men and women view certain 
neighborhood conditions differently.  Both men and women residents and nonresidents agreed on 
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the top percentages for each category.  This is important because it shows that both men and 
women view the certain neighborhood conditions similarly and so it is important for these 
conditions to improve because the area as a whole will prosper.   
 
TABLE 8: Percentages of how Residents/Nonresidents Rate the Following Job Conditions 
in the Chandler/Pleasant Street Neighborhood 
 Excellent 
(Non) 
Excellent 
(Res) 
Good 
(Non) 
Good 
(Res) 
Fair 
(Non) 
Fair 
(Res) 
Poor 
(Non) 
Poor 
(Res) 
Don’t 
Know 
(Non) 
Don’t 
Know 
(Res) 
Opportunities for 
earning a livable 
wage 
  16.67%  33.33% 30% 29.17% 70% 20.83%  
Local job 
opportunities for 
high school 
graduates  
4.17%  8.33% 10% 37.5% 30% 29.17% 40% 20.83% 20% 
Local job 
opportunities for 
women  
  12.5% 10% 41.67% 40% 20.83% 30% 25% 20% 
Local job 
opportunities for 
minorities 
4.17%  12.5% 20% 37.5% 30% 25% 30% 20.83% 20% 
Availability of 
quality daycare 
  4.17%  25% 50% 33.33% 30% 37.5% 20% 
Local job 
opportunities for 
students 
graduating from 
area education 
institutes 
  4.17% 10% 25% 40% 41.67% 30% 29.17% 20% 
 Table 8 shows how residents and nonresidents rated the six given job conditions in the 
Chandler and Pleasant Street neighborhood.  A high percentage represents a larger amount of 
people choosing a specific answer (in this case, either excellent, good, fair, poor, or don’t know).  
The dark bordered cells represent the highest percentages for each of the eight categories.   
The majority of residents felt that there are poor opportunities for earning a livable wage, 
and poor local job opportunities for high school graduates.  Local job opportunities for minorities 
were rated as fair to poor.  No resident felt that any of the six job conditions were good or 
excellent in the Chandler and Pleasant Street area, and they felt that local job opportunities for 
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women and students graduating from area education institutes, and availability of quality 
daycare, were fair.  This chart is important because it shows how poorly residents view the job 
opportunities in their neighborhood, and this is important because even if there were/are 
opportunities for residents they clearly do not believe that there are and therefore may not go 
searching for any, even if they were available.  
The majority of nonresidents felt that there are poor opportunities for local job 
opportunities for students graduating from area education institutes, and although the majority of 
the nonresidents do not know about the availability of quality daycare in the neighborhood, one 
third rated it as poor.  Opportunities for earning a livable wage, and local job opportunities or 
high school graduates, women, and minorities, were are rated fair for the neighborhood.  No 
nonresident felt that any of the six job conditions were good or excellent in the Chandler and 
Pleasant Street area.  This chart is important because it shows how nonresidents view the job 
opportunities in the Chandler and Pleasant Street neighborhood, and this is important because 
even if the guesses made by nonresidents about the job conditions of the neighborhood were/are 
correct, they still clearly think that two-thirds of the job conditions in the neighborhood are fair 
and therefore do not think the area is suffering as much as the residents view the poor job 
opportunities in the area.  
In regards to job conditions, I investigated if men and women view certain neighborhood 
conditions differently.  I also investigated if certain races view job conditions differently than 
others.  Both men and women residents and nonresidents agreed on the top percentages for each 
category, and all races agreed that job opportunities were generally poor regardless of race.  This 
is important because it shows that men and women, residents and nonresidents, and races 
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surveyed, view the neighborhood job conditions as poor, therefore it is important for these 
conditions to improve because currently all different types of people are suffering.  
IV. Where Residents and Nonresidents Spend Their Money 
 The following table 9 shows where residents and nonresidents identified purchasing the 
majority of the 33 listed items.  A high percentage represents a larger amount of people choosing 
a specific answer and in this case residents and nonresidents had the option of Chandler Street, 
Pleasant Street, outside Chandler and Pleasant Street, or don’t purchase or don’t know.  The dark 
bordered cells represent the highest percentages for each of the thirty-three categories.   
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TABLE 9: Percentages of where Residents and Nonresidents Spend Their Money 
 Chandler 
Street 
(Resident) 
Chandler 
Street 
(Non) 
Pleasant 
Street 
(Resident) 
Pleasant 
Street 
(Non) 
Outside 
Chandler 
and 
Pleasant 
(Resident) 
Outside 
Chandler 
and 
Pleasant 
(Non) 
Don’t 
Purchase 
(Resident) 
Don’t 
Purchase 
(Non) 
Don’t 
Know 
(Resident) 
Don’t 
Know 
(Non) 
1. Groceries 9.09% 16% 45.46%  36.36% 84% 9.09%    
2. Prescriptions   12% 36.36% 4% 45.46% 76% 9.09% 8% 9.09%  
3. Men’s clothing 9.09%   8% 36.36% 68% 54.55% 24%    
4. Women’s 
clothing 
9.09%    63.64% 92% 27.27% 4%  4% 
5. Children’s 
clothing 
  9.09%  18.18% 84% 63.64% 16% 9.09%  
6. Shoes   9.09%  72.73% 88% 9.09%  9.09% 12% 
7. Sporting goods   9.1%  45.45% 68% 45.45% 28%   4% 
8. Hardware, 
lumber 
 12%  4% 63.64% 72% 18.18% 8% 18.18% 4% 
9. Plumbing 9.09% 28%  4% 27.27% 60% 45.46% 4% 18.18% 4% 
10. Fast food 18.18% 28% 36.36%  9.1% 72% 36.36%    
11. Restaurants 9.09%  63.64%  18.18% 80%  12% 9.09% 8% 
12. Movies and 
entertainment 
 4% 9.09% 4% 63.64% 80% 9.09% 8% 18.18% 4% 
13. Health care 18.18%  9.09%  45.46% 72% 18.18% 20% 9.09% 8% 
14. Furniture   9.09%  9.09% 76% 63.64% 16% 18.18% 8% 
15. Large 
appliances 
    27.27% 84% 54.55% 4% 18.18% 12% 
16. Small 
appliances 
  18.18%  27.27% 56% 36.37% 32% 18.18% 12% 
17. Appliance 
repair 
 4%   27.27% 52% 45.46% 36% 27.27% 8% 
18. TV repair  4%   18.18% 64% 54.55% 24% 27.27% 8% 
19. Heating/air 
conditioning 
repair 
 8%   9.09% 56% 63.64% 28% 27.27% 8% 
20. Plumbing 
repair 
9.09%   4% 18.18% 56% 36.36% 28% 36.36% 12% 
21. Electrical 
repair 
  9.09%  18.18% 76% 36.36% 16% 36.36% 8% 
22. Automobiles 9.09% 4%   27.27% 68% 54.55% 20% 9.09% 8% 
23. Auto parts 18.18% 36%  4% 45.46% 60% 27.27%  9.09%  
24. Gasoline 36.37% 12% 9.09% 4% 27.27% 76% 18.18% 4% 9.09% 4% 
25. Automobile 
repair 
18.18%  18.18% 4% 36.36% 72% 18.18% 20% 9.1% 4% 
26. Legal  4%  8% 36.36% 76% 54.55% 8% 9.09% 4% 
27. Doctor 18.18%  9.09%  54.55% 88% 9.09% 8% 9.09% 4% 
28. Hospital 18.18%    72.73% 80%  16% 9.09% 4% 
29. Optometrist 9.09%   8% 45.46% 72% 18.18% 16% 27.27% 4% 
30. Dentist 9.09%  18.18%  45.46% 76% 18.18% 24% 9.09%  
31. Veterinarian   9.09% 16% 18.18% 68% 54.55% 16% 18.18%  
32. 
Beautician/barber 
9.09% 16% 27.27% 12% 27.27% 72% 27.28%  9.09%  
33. 
Banking/financial 
services 
 4% 27.27% 8% 63.64% 80%  4% 9.09% 4% 
The majority of nonresidents all marked that they purchase the majority of the 33 
goods/services outside of the Chandler and Pleasant Street neighborhood.  This is understandable 
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seeing as another store is closer in vicinity to where their home is than the Chandler and Pleasant 
Street neighborhood is.  Almost half (15 out of 33) of residents also identified spending money 
outside of the Chandler and Pleasant Street area.   
In regards to the Chandler and Pleasant Street neighborhood, it is important to notice that 
almost half of residents purchase their groceries in the neighborhood, another half eat out in the 
neighborhood (36% at fast food places, and 64% at restaurants), and third of residents get their 
gasoline in the neighborhood.  The fact that nonresidents spend money outside of the 
neighborhood is important in that it shows the people spend money at places that are close to 
them because of convenience.  Therefore, if certain jobs/businesses were available to residents 
that were closer in vicinity to them, residents would not travel outside of the neighborhood for 
them, and instead put money into the neighborhood. 
  I investigated if having a license and the ability to travel outside of the neighborhood 
influences where people purchase goods and services, and I found 83% of nonresidents to have a 
license, and 70% of residents to have a license.  Both residents and nonresidents have the ability 
to travel inside or outside of the neighborhood, but are choosing to shop at places that are closer 
to their home.   
IV. Problems with Community Projects 
A. Residents  
In surveying members of the community I went to the Worcester Youth Center and spent 
an afternoon surveying older teens. While at the Youth Center, the administrative assistant 
Javani Preko, introduced me to Roberto, a counselor at the Worcester Youth Center and a 
member of the Weed and Seed in Worcester. Roberto spoke briefly with me in the afternoon on 
November 17th about some of the issues surrounding students and the surveying done in the area. 
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Roberto lives down on Pleasant Street and told me that there is great lack of respect for 
outsiders and students. He was blunt and honest with me, which I appreciated because it really 
opened up my eyes to the situation. He expressed how he and other members of the community 
have a real negative opinion of these student projects, and sometimes of the students in general. 
He explained that most people are just barely getting by in the neighborhood and really can use 
the help that students are trying to give, but people continue to get their hopes up to then have 
them let down when the term ends. 
Students and other leaders have been coming in and out of the neighborhood every time a 
new term or semester starts and they poke and prod and survey people over and over again with 
surveys that are all very similar, and residents have gotten to the point where they feel the 
surveys are pointless and repetitive. People do not want to be prodded for information, they feel 
like lab rats, they feel like they are always being examined and they do not want to be just 
another number in some students project required to graduate. Roberto said that residents would 
rather just keep on doing what they have been doing and be left alone, than be bothered again 
and get false hopes. 
When I asked Roberto what he felt was the biggest reason behind members of the 
community having an issue with students and outsiders coming into the community, he said the 
problem was pride. He had already mentioned that many people are barely scraping by, and that 
there is a strong sense of cultural pride among the residents. They do not want to be “saved” by 
20 year old white college kids who are generally only completing the project to pass another 
class. After saying all of this, Roberto explained that he is aware that what he is saying sounds 
racist and close minded, but it unfortunately is how residents view the situation. He 
acknowledged that maybe some kids who do go to Clark and Worcester Polytechnic Institute are 
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from the area, however as discussed by Krueger and Ross in their research called Factor 2, only 
50% of residents in the Piedmont neighborhood, in the Chandler and Pleasant Street 
neighborhood, have ever completed high school, and a little more than 10% have a bachelor’s 
degree. Attending college is already a luxury that 90% of these residents have never and will 
never have, and so regardless of where the student is from or what color their skin is, they are 
still placed in an entirely different level than the residents and this only adds to the residents 
feeling like they are being “saved”.  
Roberto said that he is really frustrated and disappointed about the entire situation 
because he thinks it is really unfortunate what is has turned into. He is very involved in his 
community and is trying to be understanding and compassionate about the development of his 
community through these student projects, but him and other community members are 
disappointed with the past projects because they feel that no one (students or other outsiders) 
ever follow through on what they say. Residents essentially get told the same spiel every time a 
student comes by to survey or interview, and the residents have gotten to the point where they do 
not believe anything they are told because nothing ever happens.  
Roberto explained that these residents are people who really need a change and have 
wanted change in their lives, but do not have the opportunities that others do to change them. 
They can only be broken down so many times before they give up, and unfortunately Roberto 
feels that people have given up by now. He thinks that the only way residents will get past these 
feelings is if some real changes actually happened. If community residents truly felt like their 
input has meant anything over the years and that there honestly could be some change in their 
lives, then they may be more supportive and helpful when it comes to giving out information in 
the future. 
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B. Businesses 
Along with speaking to residents of the community, I also spoke to business owners and 
employees in the area. In trying to pass out surveys, almost every owner or manager that I spoke 
to was very hesitant about being involved, or were quick to pawn me off on someone else. I think 
that some people I spoke to really wanted to say but did not, so instead they sent me on a wild 
goose chase and told me to call them back another time or leave a message, which they in turn 
never returned.  
There were two business owners that I came across, both white, educated, and well off 
who were just as hesitant about filling out my survey as the residents of the community were. 
They wanted to see identification, letters from the city, and my advisor’s business cards, which 
although is understandable and I was prepared to give to them, was unfortunate to see how 
hesitant people are in giving out information. One business owner even after providing him with 
all the identification said that it would be impossible for him or anyone in his business to fill out 
a survey because two weeks is not enough time.   
Mary Keefe had provided me with some names and e-mail addresses of community 
leaders in the neighborhood, and I e-mailed all of them a copy of the survey. They were happy to 
fill it out, however many of them chose to leave things such as race, income, and age blank. 
Although it is not necessarily essential for the survey to be filled out in entirety, it makes it 
impossible to analyze data across age or race, if half the surveys completed do not provide that 
information. These community leaders are trusted acquaintances of Mary Keefe, and it is 
unfortunate to know that even these community leaders, who I was referred to by someone they 
trust, still felt uncomfortable enough to not give out personal information.  
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C. Conclusion 
After speaking to members of the community and business owners, the real problem 
seems to be more about the trust between people. I know that if someone I trusted asked me to 
take some time to fill out a survey, I would not hesitate to fill it out and get it back to them. But 
when people have to constantly be suspicious of who is trying to help them or who is trying to 
hurt them, they are much less likely to fill out anything personal or do anything for someone else 
if it does not personally benefit them.   
It ends up being a catch 22 situation because for people to actually make big changes in 
the neighborhood, it is essential to collect all the little information and complete the busy work. 
Although the process of collecting all the information is repetitive and annoying to both residents 
and surveyors, the little bits of information are the building blocks for change in the 
neighborhood. Therefore, you can not have one without the other, and it is unfortunate that the 
surveying over the years has caused residents to be hesitant about filling out information, but tat 
in turn inadvertently only slows down the process. 
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5. Conclusion 
The purchasing power of Chandler and Pleasant Street neighborhood had already been 
measured although consumer needs had not.  The objective of this project was to determine the 
consumer needs of the Chandler and Pleasant Street neighborhood.  The low level of survey 
completion for this project caused biased yet informative data to be collected.  Therefore, 
although the objective of collecting consumer needs data for the Chandler and Pleasant Street 
neighborhood was not necessarily met since it does not accurately represent the population of the 
area, the objective has been completed and consumer needs have at least been somewhat defined 
and recorded for the use of Worcester Common Ground and the public. This research helped 
abolish the “urban legend” that inner city residents lack spending power due to their low income 
and the potential of inner city spending will finally receive the credit it deserves. 
I. Summary  
Despite the low number of surveys completed for this project, there were still some 
conclusions drawn from the collected data. Residents identified recreational facilities/programs, 
businesses, services, and overall personal or family needs that are currently not being met, and 
also identified certain businesses that they felt were detracting from the neighborhood. 
Nonresidents identified how they felt about the Chandler and Pleasant street neighborhood as a 
place to shop and as a place to live, they also identified types of businesses that they would shop 
at in the Chandler and Pleasant street area if a desired business was available, and if they felt 
there were any businesses that were detracting from the neighborhood.    
The top two recreational facilities/programs that were identified by residents as being 
needed were more green space and affordable sports programs for people of all ages, and the top 
two family needs that were identified focused on daycare and more after school programs. The 
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top two businesses/services that were identified as being needed were a hardware store and a dry 
cleaner, and the top two businesses/services that were identified as detracting from the 
neighborhood were pawn shops and bars. When provided a list of sixteen services and asked to 
identify which ones are needed in the neighborhood, over 80% of residents surveyed felt that a 
citizenship class, a community newsletter, a youth job training program, and a computer software 
class, would be beneficial to have in the community.   
II. Recommendations 
A. Related to Consumer Needs  
 In regards to consumer needs in the area, ideally I think the City of Worcester should do 
consumer needs assessments every five years to maintain open communication between the city 
and its residents.  However, because I am aware of the difficulty met while trying to conduct 
surveys, surveying every five years may not be met with much cooperation.  
 I recommend starting more after school programs and affordable sports programs for all 
ages, as well as building new parks or cleaning up ones that already exist.  A hardware store and 
a drycleaner should be brought into the neighborhood, and any of the businesses cited in Chapter 
4 as needed/wanted would all prosper in the neighborhood as well. 
 There is not much that can be done about getting rid of the types of businesses that were 
identified as detrimental to the neighborhood, however bringing in different businesses that are 
needed in the neighborhood can help to weed out unnecessary businesses.  Also, as mentioned in 
Chapter 4, if a police substation was established in the area, drug dealing and prostitution (both 
listed as detrimental businesses/services in the area) would be more regulated and hopefully 
controlled or stopped entirely.  
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B. Related to Surveying  
 In regards to surveying, I found this to be one of the most difficult aspects of the project.  
People were very hesitant in filling out anything and were very hesitant when it came to doing it 
for a stranger.  To reach a larger group of people, I recommend that surveys be short and in all 
languages spoken in an area.  I also recommend it be announced either through a community 
newsletter or a city newspaper a few weeks ahead of time so that people are aware of the project.  
If a friend or someone I know asked me to fill out something, I would be much more apt to do it 
than if a complete stranger asked me to.  If community leaders, schools, networking centers, or 
other people or places in the community distributed the surveys to residents/nonresidents, I think 
it would be met with a higher return rate as well as with less hesitation.   
C. Related to School Projects 
 In regards to school projects, I feel that if a school is going to participate in project or 
series of projects, then it should require complete dedication.  The difficulty with the IQP 
projects for Worcester Polytechnic Institute lies in the time restrictions incurred because of the 
short school terms.  I recommend that for the Worcester Community Project Center that there be 
an annual presentation of all IQP projects completed at this project site, at the end of the year 
every year.  Community members and leaders should be invited to these presentations so that it 
can be seen the long term effects of these projects and how students work has helped over the 
year.  Although the projects may not be much, when it comes to change, sometimes people want 
to see quantity.  Seeing 10 groups of students present the work they have done in the past year 
may instill some confidence and trust in community members towards students and their level of 
dedication towards the projects, and in turn allow them to appreciate it more and also be more 
willing to participate in future projects. 
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III. Personal Reflections 
 I personally found this project very educational, but also very personally frustrating.  I 
learned a lot about the community and got to familiarize myself with the area, and I plan on 
traveling into the community and going out to restaurants and stores in the area if I can because I 
know they need assistance from outsiders.  I am not frustrated with the project itself, but instead 
with the situation that inner cities are faced with and how there seems to be a recurring cycle that 
inner cities can not break free from.   
Although I was aware of the gap between inner city residents and outsiders, speaking to 
Roberto from Worcester Youth Center opened my eyes to how serious the differences are and 
how there were some things that I never considered would be issues that actually were.  For 
example, I understood that inner city residents probably would not like outsiders trying to come 
into their community and “save” them; however I did not think that there would be resentment 
towards college students. 
The more I thought about it and as Roberto explained it, I began to understand the 
differences between their lives and mine.  In the area that I grew up in, it was just expected that 
you went to college after you graduated high school; therefore college was not thought of 
necessarily as a privilege.  In fact, you are more apt to be looked down upon if you do not go to 
college.  However, where Roberto comes from, most kids do not finish high school, let alone 
continue on to college, therefore college is not just accepted in the community as another step in 
life.   
 I was very discouraged about this project because of the negative views felt by residents 
about past students projects from WPI and Clark, because it in turn negatively effected how 
people thought about my project.  I consider myself a hardworking, compassionate, and honest 
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person who tries my best to complete goals and help others, and so it was personally frustrating 
to talk to people who felt that my intentions with the project were not to benefit others but 
instead just complete a graduating requirement.   
The hardest part of this project was the fact that I really wanted to prove people like 
Roberto wrong.  I really wanted to show him that students are dedicated in their work and do 
want to give back to their community, but I feel that because my project has a deadline, that I am 
only conforming to the negative view of students by not following through on this project and 
forcing change in the neighborhood.  I am very proud of this project and although I am relieved 
that it is finally completed, there is a large part of me that sincerely hopes that projects like these 
will create the change needed in inner city neighborhoods like the Chandler and Pleasant Street 
one, and truly better the lives of people both in and outside of inner cities.   
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Appendix I – CENSUS DATA FOR CHANDLER 
AND PLEASANT STREET AREA (Census Tracts 
7314 & 7315) 
 
Geographic Area: Census Tract 7314, Worcester County, Massachusetts 
 
Subject Number Percent
    
Total population 4,516 100.0
    
SEX AND AGE    
Male 2,247 49.8
Female 2,269 50.2
    
Under 5 years 377 8.3
5 to 9 years 455 10.1
10 to 14 years 435 9.6
15 to 19 years 379 8.4
20 to 24 years 352 7.8
25 to 34 years 708 15.7
35 to 44 years 650 14.4
45 to 54 years 484 10.7
55 to 59 years 169 3.7
60 to 64 years 145 3.2
65 to 74 years 173 3.8
75 to 84 years 134 3.0
85 years and over 55 1.2
    
Median age (years) 28.6 (X)
    
18 years and over 3,009 66.6
Male 1,460 32.3
Female 1,549 34.3
21 years and over 2,794 61.9
62 years and over 433 9.6
65 years and over 362 8.0
Male 162 3.6
Female 200 4.4
    
RACE    
One race 4,240 93.9
White 1,854 41.1
Black or African American 704 15.6
American Indian and Alaska Native 39 0.9
Asian 362 8.0
Asian Indian 10 0.2
Chinese 5 0.1
Filipino 0 0.0
Japanese 2 0.0
Korean 1 0.0
Vietnamese 302 6.7
Other Asian 1 42 0.9
Native Hawaiian and Other Pacific Islander 0 0.0
Native Hawaiian 0 0.0
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Subject Number Percent
Guamanian or Chamorro 0 0.0
Samoan 0 0.0
Other Pacific Islander 2 0 0.0
Some other race 1,281 28.4
Two or more races 276 6.1
    
Race alone or in combination with one or more other races 3    
White 2,070 45.8
Black or African American 791 17.5
American Indian and Alaska Native 82 1.8
Asian 384 8.5
Native Hawaiian and Other Pacific Islander 3 0.1
Some other race 1,480 32.8
    
HISPANIC OR LATINO AND RACE    
Total population 4,516 100.0
Hispanic or Latino (of any race) 2,169 48.0
Mexican 51 1.1
Puerto Rican 1,524 33.7
Cuban 31 0.7
Other Hispanic or Latino 563 12.5
Not Hispanic or Latino 2,347 52.0
White alone 1,170 25.9
    
RELATIONSHIP    
Total population 4,516 100.0
In households 4,368 96.7
Householder 1,609 35.6
Spouse 413 9.1
Child 1,575 34.9
Own child under 18 years 1,278 28.3
Other relatives 386 8.5
Under 18 years 170 3.8
Nonrelatives 385 8.5
Unmarried partner 110 2.4
In group quarters 148 3.3
Institutionalized population 109 2.4
Noninstitutionalized population 39 0.9
    
HOUSEHOLDS BY TYPE    
Total households 1,609 100.0
Family households (families) 916 56.9
With own children under 18 years 597 37.1
Married-couple family 413 25.7
With own children under 18 years 251 15.6
Female householder, no husband present 410 25.5
With own children under 18 years 303 18.8
Nonfamily households 693 43.1
Householder living alone 575 35.7
Householder 65 years and over 110 6.8
    
Households with individuals under 18 years 674 41.9
Households with individuals 65 years and over 227 14.1
    
Average household size 2.71 (X)
Average family size 3.59 (X)
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Subject Number Percent
    
HOUSING OCCUPANCY    
Total housing units 1,831 100.0
Occupied housing units 1,609 87.9
Vacant housing units 222 12.1
For seasonal, recreational, or occasional use 2 0.1
    
Homeowner vacancy rate (percent) 6.7 (X)
Rental vacancy rate (percent) 5.5 (X)
    
HOUSING TENURE    
Occupied housing units 1,609 100.0
Owner-occupied housing units 208 12.9
Renter-occupied housing units 1,401 87.1
    
Average household size of owner-occupied unit 3.00 (X)
Average household size of renter-occupied unit 2.67 (X)
(X) Not applicable 
1 Other Asian alone, or two or more Asian categories. 
2 Other Pacific Islander alone, or two or more Native Hawaiian and Other Pacific Islander categories. 
3 In combination with one or more other races listed. The six numbers may add to more than the total population and the six 
percentages may add to more than 100 percent because individuals may report more than one race. 
Source: U.S. Census Bureau, Census 2000 Summary File 1, Matrices P1, P3, P4, P8, P9, P12, P13, P,17, P18, P19, P20, P23, 
P27, P28, P33, PCT5, PCT8, PCT11, PCT15, H1, H3, H4, H5, H11, and H12. 
 
 
Geographic Area: Census Tract 7315, Worcester County, Massachusetts 
Subject Number Percent
    
Total population 4,801 100.0
    
SEX AND AGE    
Male 2,328 48.5
Female 2,473 51.5
    
Under 5 years 402 8.4
5 to 9 years 371 7.7
10 to 14 years 367 7.6
15 to 19 years 382 8.0
20 to 24 years 418 8.7
25 to 34 years 731 15.2
35 to 44 years 713 14.9
45 to 54 years 530 11.0
55 to 59 years 204 4.2
60 to 64 years 162 3.4
65 to 74 years 269 5.6
75 to 84 years 183 3.8
85 years and over 69 1.4
    
Median age (years) 31.0 (X)
    
18 years and over 3,435 71.5
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Subject Number Percent
Male 1,619 33.7
Female 1,816 37.8
21 years and over 3,190 66.4
62 years and over 615 12.8
65 years and over 521 10.9
Male 209 4.4
Female 312 6.5
    
RACE    
One race 4,555 94.9
White 2,527 52.6
Black or African American 586 12.2
American Indian and Alaska Native 37 0.8
Asian 241 5.0
Asian Indian 2 0.0
Chinese 20 0.4
Filipino 4 0.1
Japanese 2 0.0
Korean 3 0.1
Vietnamese 156 3.2
Other Asian 1 54 1.1
Native Hawaiian and Other Pacific Islander 2 0.0
Native Hawaiian 0 0.0
Guamanian or Chamorro 0 0.0
Samoan 0 0.0
Other Pacific Islander 2 2 0.0
Some other race 1,162 24.2
Two or more races 246 5.1
    
Race alone or in combination with one or more other races 3    
White 2,707 56.4
Black or African American 665 13.9
American Indian and Alaska Native 90 1.9
Asian 261 5.4
Native Hawaiian and Other Pacific Islander 15 0.3
Some other race 1,316 27.4
    
HISPANIC OR LATINO AND RACE    
Total population 4,801 100.0
Hispanic or Latino (of any race) 2,030 42.3
Mexican 62 1.3
Puerto Rican 1,293 26.9
Cuban 15 0.3
Other Hispanic or Latino 660 13.7
Not Hispanic or Latino 2,771 57.7
White alone 1,782 37.1
    
RELATIONSHIP    
Total population 4,801 100.0
In households 4,683 97.5
Householder 1,866 38.9
Spouse 494 10.3
Child 1,530 31.9
Own child under 18 years 1,166 24.3
Other relatives 419 8.7
Under 18 years 156 3.2
Nonrelatives 374 7.8
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Subject Number Percent
Unmarried partner 111 2.3
In group quarters 118 2.5
Institutionalized population 80 1.7
Noninstitutionalized population 38 0.8
    
HOUSEHOLDS BY TYPE    
Total households 1,866 100.0
Family households (families) 1,001 53.6
With own children under 18 years 588 31.5
Married-couple family 494 26.5
With own children under 18 years 268 14.4
Female householder, no husband present 407 21.8
With own children under 18 years 284 15.2
Nonfamily households 865 46.4
Householder living alone 711 38.1
Householder 65 years and over 232 12.4
    
Households with individuals under 18 years 662 35.5
Households with individuals 65 years and over 388 20.8
    
Average household size 2.51 (X)
Average family size 3.44 (X)
    
HOUSING OCCUPANCY    
Total housing units 2,078 100.0
Occupied housing units 1,866 89.8
Vacant housing units 212 10.2
For seasonal, recreational, or occasional use 8 0.4
    
Homeowner vacancy rate (percent) 2.9 (X)
Rental vacancy rate (percent) 4.6 (X)
    
HOUSING TENURE    
Occupied housing units 1,866 100.0
Owner-occupied housing units 234 12.5
Renter-occupied housing units 1,632 87.5
    
Average household size of owner-occupied unit 2.80 (X)
Average household size of renter-occupied unit 2.47 (X)
(X) Not applicable 
1 Other Asian alone, or two or more Asian categories. 
2 Other Pacific Islander alone, or two or more Native Hawaiian and Other Pacific Islander categories. 
3 In combination with one or more other races listed. The six numbers may add to more than the total population and the six 
percentages may add to more than 100 percent because individuals may report more than one race. 
Source: U.S. Census Bureau, Census 2000 Summary File 1, Matrices P1, P3, P4, P8, P9, P12, P13, P,17, P18, P19, P20, P23, 
P27, P28, P33, PCT5, PCT8, PCT11, PCT15, H1, H3, H4, H5, H11, and H12. 
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Appendix II – SURVEY OF RESIDENTS 
 
 
  
   
 
 
 
 
 
 
CONSUMER NEEDS QUESTIONNAIRE 
 
 
 
 
 
 
Study Conducted By 
 
 
 
 
Worcester Community Project Center 
Worcester Polytechnic Institute 
November 2005 
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PURPOSE OF THIS STUDY 
 
This study draws on the experience of residents of the Piedmont neighborhood in Worcester, 
Massachusetts in order to identify ways to improve the quality of the businesses and services in 
your neighborhood. Only residents of the Piedmont, Pleasant, and Chandler Street 
neighborhoods are participating in this study. The results of this questionnaire will help us 
understand your views about the mix of businesses along Chandler Street, what new services or 
businesses you’d like to see come into the neighborhood, and, more generally, what kind of 
redevelopment is needed in the Piedmont areas. This information will help the Worcester 
Community Project Center, which is part of Worcester Polytechnic Institute, make 
recommendations to local businesses and organizations to better meet your needs. 
 
You were selected for this questionnaire on the basis of where you geographically live. Your 
responses to this questionnaire will be confidential, and not revealed in any way that identifies 
you or your family. All responses will be combined in statistically valid ways to report the 
typical needs of different residents in Piedmont. Your confidentiality is assured. 
 
 
 
 
 
PROJECT SPONSORS 
 
This study is being undertaken under the sponsorship of Chandler Street Neighborhood 
Revitalization Project and the Worcester Community Project Center of Worcester Polytechnic 
Institute.  
 
For additional information about this questionnaire or the project, please contact Professor 
Robert Krueger. Mailing address: Robert Krueger, Worcester Community Project Center, 
Campus Box 1828, Worcester Polytechnic Institute, Worcester, MA 01609. Phone: (508) 831-
5110. Email: Krueger@wpi.edu. 
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Part I. Where Do You Spend Your Money?  
 
We are interested in finding what you are buying and where you purchase different types of things. In order to 
make your responses more concrete, we are asking that you only check the box of the location where you 
purchase the majority of the category. 
 
Please refer to the provided map to distinguish between areas. 
 
(1). In which of the following locations do you purchase the majority of the following goods and services? 
 Chandler 
Street 
Pleasant 
Street 
Outside Chandler and 
Pleasant 
(PLEASE WRITE 
IN CITY/ZIP 
CODE BELOW) 
Don’t 
Purchase 
Don’t 
Know 
1. Groceries      
2. Prescriptions      
3. Men’s clothing      
4. Women’s clothing      
5. Children’s clothing      
6. Shoes      
7. Sporting goods      
8. Hardware, lumber      
9. Plumbing      
10. Fast food      
11. Restaurants      
12. Movies and entertainment      
13. Health care      
14. Furniture      
15. Large appliances      
16. Small appliances      
17. Appliance repair      
18. TV repair      
19. Heating/air conditioning repair      
20. Plumbing repair      
21. Electrical repair      
22. Automobiles      
23. Auto parts      
24. Gasoline      
25. Automobile repair      
26. Legal      
27. Doctor      
28. Hospital      
29. Optometrist      
30. Dentist      
31. Veterinarian      
32. Beautician/barber      
33. Banking/financial services      
34. Insurance      
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Part II. What Are Your Needs?  
 
This section asks about how you as a resident feel that the businesses in your neighborhood and the City of 
Worcester are meeting your needs.  
 
(2). How would you rate the following business services in your neighborhood? [PLEASE CHECK ONLY ONE 
BOX FOR EACH CATEGORY]: 
 Above 
Average 
Average Below Average Not Available Don’t Know 
1. Grocery stores      
2. Pharmacies      
3. Clothing stores      
4. Entertainment      
5. Hardware/lumber 
stores 
     
6. Paint stores      
7. Auto services      
8. Banking/financial 
services 
     
 
(3). What priority should the City of Worcester give to the development of each of the following in your 
neighborhood? [PLEASE CHECK ONLY ONE BOX FOR EACH CATEGORY]: 
 High Priority Medium 
Priority 
Low Priority Don’t Know 
1. More affordable housing     
2. Business offices     
3. Warehouses     
4. Neighborhood convenience stores     
5. Fast food restaurants     
6. Entertainment     
7. Light industrial manufacturing     
8. Research park     
9. Home businesses     
10. Community college     
11. Higher education campus     
12. Daycare     
13. Home repair     
14. Health care/hospitals     
15. Open space/Parks     
16. Playgrounds     
17. Other (list _____________________)     
 
(4). How satisfied are you with the following aspects of shopping in your neighborhood? [PLEASE CHECK ONLY 
ONE BOX FOR EACH CATEGORY] 
 Very 
Satisfied 
   Very 
Dissatisfied 
No 
Opinion 
 + 2 + 1 0 – 1 – 2  
d) Convenience Shopping       
e) Quality of goods       
f) Selection of goods       
g) Prices       
h) Hours stores are open       
i) Variety of stores       
j) Availability of Parking       
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k) Friendliness of stores       
l) Other (please list 
_______________) 
      
  
(5). How would you rate the following conditions in your neighborhood? [PLEASE CHECK ONLY ONE BOX 
FOR EACH CATEGORY] 
 Excellent Good Fair Poor Don’t Know 
18. Local businesses meeting needs of residents      
19. Citizens’ support for attracting new business and 
industry 
     
20. Local government’s commitment to develop new 
jobs in Piedmont 
     
21. Local government’s support for new businesses       
22. Attractiveness of local businesses to tourists      
    
(6). How would you rate the following job conditions in your neighborhood? [PLEASE CHECK ONLY ONE FOR 
EACH CATEGORY] 
 Excellent Good Fair Poor Don’t Know 
23. Opportunities for earning a livable wage      
24. Local job opportunities for high school graduates       
25. Local job opportunities for women       
26. Local job opportunities for minorities      
27. Availability of quality daycare      
28. Local job opportunities for students graduating from 
area education institutes 
     
 
 (7). How important are the following when you go shopping? [PLEASE CHECK ONLY ONE FOR EACH 
CATEGORY] 
 Very Important Important Not Important Don’t Know 
1. Selection     
2. Price     
3. Quality of goods     
4. Convenience     
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Part III. How Do You Feel About Your Neighborhood? 
 
This section asks about how you as a resident feel about your neighborhood. It is important for this questionnaire 
to determine how residents view their neighborhood. 
 
(8.) Is your neighborhood a better, the same, or a worse place to live than it was five years ago? [PLEASE CIRLCE 
ONE] 
 
 1. Better 
 2. Same 
 3. Worse 
 4. Don’t Know 
 
(9). In order of importance, please list the biggest advantages of living in your neighborhood? 
 
     1st _______________________________________________________________________ 
 
     2nd ________________________________________________________________________ 
 
     3rd ________________________________________________________________________ 
 
(10). Are there an adequate supply of recreational facilities/programs in your neighborhood? [PLEASE CHECK 
ONLY ONE BOX FOR EACH CATEGORY]: 
 Yes No Don’t Know 
1. Preschool age children    
2. Elementary school age 
children 
   
3. Junior/senior high school 
age 
   
4. Adults    
5. Senior citizens    
 
(11). What types of recreational facilities/programs would you like to see in your neighborhood that are not 
currently available? [PLEASE LIST] 
 
1st ___________________________________________________________________________ 
 
2nd ___________________________________________________________________________ 
 
3rd ___________________________________________________________________________ 
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Part IV. What Services Does The Neighborhood Need? 
 
This section asks about what you as a resident think is missing or needed in your community. We are very 
interested in what types of businesses and services would be used in the community if they were available, what 
types of services are missing in your neighborhood, as well as present businesses that you feel are possibly taking 
away from your neighborhood.  
 (12). In order of importance, please list the five (5) personal or family needs that are not being met? (For example: 
daycare, transportation to grocery store, etc.)  
 
   1st _________________________________________________________________________ 
 
   2nd _________________________________________________________________________ 
 
   3rd _________________________________________________________________________ 
 
   4th _________________________________________________________________________ 
 
   5th _________________________________________________________________________ 
 
(13). In order of importance, please list the type of businesses/services you would like to see in your neighborhood 
that are not currently available?   
   
    1st_________________________________________________________________________ 
 
    2nd________________________________________________________________________ 
 
    3rd________________________________________________________________________ 
 
(14). In order of importance, please list the type of businesses/services that are detracting from your neighborhood? 
 
    1st__________________________________________________________________________ 
 
    2nd_________________________________________________________________________ 
 
    3rd_________________________________________________________________________ 
 
(15). Which of the following services, if any, are needed in your neighborhood? [CHECK ALL THAT APPLY, 
LEAVE BLANK IF YOU DON’T KNOW] 
1. General health care services  
2. Child daycare  
3. After school programs  
4. English-as-a-second language class  
5. Spanish-as-a-second language class  
6. Citizenship class  
7. Classes in how to use city services and other community services  
8. A community newsletter  
9. Youth job training programs  
10. Computer software classes  
11. Senior citizen advocacy programs  
12. Legal aide  
13. Tax preparation  
14. Yard maintenance  
15. Minor home repairs  
16. Local resource center  
17. Other (please list______________________________________)  
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Part V. Information About You 
 
These final questions address different personal information about you and your family. As previously 
mentioned, your confidentiality is assured. All this information will be combined in statistically valid ways to 
report the types of people surveyed in your neighborhood. 
 
(16). How do your children get to school? [CIRCLE ALL THAT APPLY] 
 
 1. Walk 
 2. Ride a bike 
 3. Bus 
 4. Drive or driven to school 
 5. No school age children 
 6. No children 
 
(17). Are you [PLEASE CIRCLE ONE]:    
  
1. Male 
2. Female       
                                                
(18). How many years have you lived in this neighborhood [PLEASE CIRCLE ONE]? 
  
 1. Less than 1 Month  6. 4-6 Years 
 2. 1-6 Months   7. 7-10 Years 
 3. 6-12 Months   8. 11-15 Years 
 4. 1-2 Years   9. 16-25 Years 
 5. 2-3 Years   10. Over 25 Years 
 
(19). Do you expect to be living in this neighborhood five years from now [PLEASE CIRCLE ONE]?  
 
 1. Yes 
 2. No 
 3. Don’t Know 
 
(20). Are you renting or are you buying/own your own home [PLEASE CIRCLE ONE]? 
 
 1. Renting 
 2. Buying/Own 
 
(21). How many family members reside in your home [PLEASE CIRCLE ONE]? 
 
          1         2         3         4         5         6         7         8 or more 
                                             
(22). What is the present age for each family member live in your home [PLEASE FILL IN]? 
 
 1. Your age: _____Years 
      
     If applicable, 
2.   Age of 2nd family member: _____Years 
3. Age of 3rd family member: _____Years 
4. Age of 4th family member: _____Years 
5. Age of 5th family member: _____Years 
6. Age of 6th family member: _____Years 
7. Age of 7th family member: _____Years 
8. Age(s) of 8th or more family member(s):______________Years 
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(23). Do you or members of your household attend school [PLEASE CIRCLE ONE]? 
 
 1. No 
 2. Yes  
 
(24). If yes, how many members of this household currently attend each of the following schools [PLEASE FILL 
IN]? 
                     
Number of household members attending:   
   _____ Elm Park Community School 
    
   _____ Chandler Elementary Community School 
    
   _____ University 
    
   _____ Home Schooled 
  
   _____ Private School 
      
   _____ Other 
 
(25). In what industry is the major wage earner in your home employed [PLEASE CIRCLE ONE]? 
 
1. Agriculture                                           6. Finance, Insurance, Real Estate 
2. Construction                                         7. Government (Includes Education) 
3. Manufacturer                                        8. Services 
4. Retail/Wholesale                                  9. Retired 
5. Transportation, Communication,         10. Self-Employed 
           & Public Utilities                     11. Student 
                       12. Other ____________________________ 
 
(26). Which of the following categories best describes your gross total family income during the last year [PLEASE 
CIRCLE ONE]? 
 
1. Less Than $10,000 
2. $10,000 to $19,999 
3. $20,000 to $29,999 
4. $30,000 to $39,999 
5. $40,000 to $49,999 
6. $50,000 to $59,999 
7. $60,000 to $69,999 
8. $70,000 and over 
 
(27). What was the last year or grade in school you completed [PLEASE CIRLCE ONE]? 
 
1.  Grade School                                                5. Vocational Graduate 
2. Some High School                                         6. College Graduate 
3. High School Graduate                                   7. Some Graduate School 
4. Some college/vocational                               8. Graduate Degree 
 
(28). Do you have a valid driver’s license? [PLEASE CIRCLE ONE] 
 
1. Yes 
2. No 
 88 
 
 
(29). What is your ethnicity? ______________________________________________________ 
 
 
  
Additional Comments 
 
Please use the space below for any additional comments that you want to add regarding items asked about in this 
questionnaire or any comments about you (and if applicable, your family’s) needs. 
Additional Comments: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
THANK YOU 
Thank you for taking the time to respond to this questionnaire. 
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Appendix III – SURVEY OF NONRESIDENTS 
 
PLEASE ONLY FILL OUT THIS SURVEY IF YOU DO NOT LIVE 
ALONG EITHER CHANDLER STREET OR PLEASANT STREET IN 
WORCESTER, MASSACHUSETTS 
 
   
 
 
 
 
 
 
 
CONSUMER NEEDS QUESTIONNAIRE 
 
 
Study Conducted By 
 
 
Worcester Community Project Center  
Worcester Polytechnic Institute 
November 2005 
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PURPOSE OF THIS STUDY 
 
This study draws on the experience of residents outside of the Chandler/Pleasant Street area. The purpose of this 
survey is to improve the quality of the businesses and services in the Chandler/Pleasant Street neighborhood. Only 
nonresidents of the Piedmont, Pleasant, and Chandler Street neighborhoods are participating in this survey. The 
results of this questionnaire will help us understand your views about the mix of businesses along Chandler Street, 
what new services or businesses you’d like to see come into the neighborhood, and, more generally, what kind of 
redevelopment is needed in the Chandler/Pleasant Street area. This information will help the Worcester Community 
Project Center, which is part of Worcester Polytechnic Institute, make recommendations to local businesses and 
organizations to better meet your needs. 
 
You were selected for this questionnaire on the basis of where you geographically live. Your responses to this 
questionnaire will be confidential, and not revealed in any way that identifies you or your family. All responses will 
be combined in statistically valid ways to report the typical needs of different residents in Piedmont. Your 
confidentiality is assured. 
 
 
 
 
 
PROJECT SPONSORS 
 
This study is being undertaken under the sponsorship of Chandler Street Neighborhood Revitalization Project and 
the Worcester Community Project Center of Worcester Polytechnic Institute.  
 
For additional information about this questionnaire or the project, please contact Professor Robert Krueger. Mailing 
address: Robert Krueger, Worcester Community Project Center, Campus Box 1828, Worcester Polytechnic 
Institute, Worcester, MA 01609. Phone: (508) 831-5110. Email: Krueger@wpi.edu. .  
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Part I. Where Do You Spend Your Money?  
 
We are interested in finding what you are buying and where you purchase different types of things. In order to 
make your responses more concrete, we are asking that you only check the box of the location where you 
purchase the majority of the category. 
 
Please refer to the provided map to distinguish between areas. 
 
(1). In which of the following locations do you purchase the majority of the following goods and services? PLEASE 
WRITE IN WHERE (CITY OR ZIPCODE) YOU PURCHASE THE FOLLOWING IF IT IS OUTSIDE OF 
CHANDLER AND PLEASANT STREET. 
 Chandler 
Street 
Pleasant 
Street 
Outside Chandler and 
Pleasant 
(PLEASE WRITE 
IN CITY/ZIP 
CODE BELOW) 
Don’t 
Purchase 
Don’t 
Know 
1. Groceries      
2. Prescriptions      
3. Men’s clothing      
4. Women’s clothing      
5. Children’s clothing      
6. Shoes      
7. Sporting goods      
8. Hardware, lumber      
9. Fast food      
10. Restaurants      
11. Movies and entertainment      
12. Health care      
13. Furniture      
14. Large appliances      
15. Small appliances      
16. Appliance repair      
17. TV repair      
18. Heating/air conditioning repair      
19. Plumbing repair      
20. Electrical repair      
21. Automobiles      
22. Auto parts      
23. Gasoline      
24. Automobile repair      
25. Legal      
26. Doctor      
27. Hospital      
28. Optometrist      
29. Dentist      
30. Veterinarian      
31. Beautician/barber      
32. Banking/financial services      
33. Insurance      
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Part II. What Are Your Needs?  
 
This section asks about how you as a nonresident feel that the businesses in the Chandler/Pleasant Street area 
and the City of Worcester are meeting your needs.  
(2). How would you rate the following business services in the Chandler/Pleasant Street area? [PLEASE CHECK 
ONLY ONE BOX FOR EACH CATEGORY]: 
 Above 
Average 
Average Below Average Not Available Don’t Know 
9. Grocery stores      
10. Pharmacies      
11. Clothing stores      
12. Fast food restaurants      
13. Entertainment      
14. Hardware/lumber 
stores 
     
15. Auto services      
16. Banking/financial 
services 
     
(3). What priority should the City of Worcester give to the development of each of the following in the 
Chandler/Pleasant Street area? [PLEASE CHECK ONLY ONE BOX FOR EACH CATEGORY]: 
 High Priority Medium 
Priority 
Low Priority Don’t Know 
29. More affordable housing     
30. Business offices     
31. Warehouses     
32. Neighborhood convenience stores     
33. Fast food restaurants     
34. Entertainment     
35. Research park     
36. Home businesses     
37. Community college     
38. Higher education campus     
39. Daycare     
40. Home repair     
41. Health care/hospitals     
42. Open space/Parks/Trees/Flowers     
43. Playgrounds     
16. Benches     
17. Other (list _____________________)     
 
(4). How satisfied are you with the following aspects of shopping in Chandler/Pleasant Street area? [PLEASE 
CHECK ONLY ONE BOX FOR EACH CATEGORY] 
 Very 
Satisfied 
   Very 
Dissatisfied 
No 
Opinion 
 + 2 + 1 0 – 1 – 2  
m) Convenience Shopping       
n) Quality of goods       
o) Selection of goods       
p) Prices       
q) Hours stores are open       
r) Variety of stores       
s) Availability of Parking       
t) Friendliness of stores       
u) Other (please list       
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_______________) 
(5). How would you rate the following conditions in your neighborhood? [PLEASE CHECK ONLY ONE BOX 
FOR EACH CATEGORY] 
 Excellent Good Fair Poor Don’t Know 
44. Local businesses meeting needs of residents      
45. Citizens’ support for attracting new business and 
industry 
     
46. Local government’s commitment to develop new 
jobs in Piedmont 
     
47. Local government’s support for new businesses       
48. Attractiveness of local businesses to tourists      
    
(5). How would you rate the following job conditions in the Chandler/Pleasant Street area? [PLEASE CHECK 
ONLY ONE FOR EACH CATEGORY] 
 Excellent Good Fair Poor Don’t Know 
49. Opportunities for earning a livable wage      
50. Local job opportunities for high school graduates       
51. Local job opportunities for women       
52. Local job opportunities for minorities      
53. Availability of quality daycare      
54. Local job opportunities for students graduating from 
area education institutes 
     
 
 (6). How important are the following when you go shopping? [PLEASE CHECK ONLY ONE FOR EACH 
CATEGORY] 
 Very Important Important Not Important Don’t Know 
5. Selection     
6. Price     
7. Quality of goods     
8. Convenience     
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Part III. How Do You Feel About The Chandler/Pleasant Street Neighborhood? 
 
This section asks about how you as a nonresident feel about the Chandler/Pleasant Street area. It is important for 
this questionnaire to determine how nonresidents view this neighborhood. 
 
(7.) Do you think this neighborhood is a better, the same, or a worse place to shop than it was five years ago? 
[PLEASE CIRLCE ONE] 
 
 1. Better 
 2. Same 
 3. Worse 
 4. Don’t Know 
 
(8). Would you ever live in the Chandler/Pleasant Street area? [PLEASE CIRCLE ONE] 
 
1. Yes 
2. No 
 
If yes, please answer question 8A. 
If no, please answer question 8B. 
 
  (8A). Please list the top 3 reasons why you would live in the  
  Chandler/Pleasant Street area? 
   
  1st ___________________________________________________________ 
 
  2nd __________________________________________________________ 
 
  3rd ____________________________________________________________ 
 
  (8B). Please list the top 3 reasons why you would not live in the  
  Chandler/Pleasant Street area? 
 
  1st ___________________________________________________________ 
 
  2nd __________________________________________________________ 
 
  3rd ____________________________________________________________ 
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Part IV. What Services Does The Neighborhood Need? 
 
This section asks about what you as a nonresident think is missing or needed in the Chandler/Pleasant Street 
area. We are very interested in what types of businesses and services would be used in the community if they were 
available, what types of services are missing in this neighborhood, as well as present businesses that you feel are 
possibly taking away from this area.  
 
(9). If a certain type of businesses was available along the Chandler/Pleasant Street area that you needed, would you 
shop at it? [PLEASE CIRCLE ONE] 
 
1. Yes 
2. No 
 
If yes, please answer question 9A. 
If no, please answer question 9B. 
 
  (9A). Please list the top three (3) businesses/services that you would like to  
  see in the Chandler/Pleasant Street area that are not currently available? 
 
  1st ___________________________________________________________ 
 
  2nd __________________________________________________________ 
 
  3rd ____________________________________________________________ 
 
  (9B). Please explain why you would not travel into the Chandler/Pleasant  
Street area to shop even if a certain type of business that you use was  
available. 
 
  ______________________________________________________________ 
 
  ______________________________________________________________ 
 
  ______________________________________________________________ 
 
 
(10). Do you feel that there are any businesses in the Chandler/Pleasant Street area that are detracting from this 
neighborhood? [PLEASE CIRCLE ONE] 
 
1. Yes 
2. No 
3. Don’t Know 
 If yes, please answer question 10A. 
 If no or don’t know, please continue on to question 11. 
 
  (10A). Please list the top three (3) businesses/services that you feel are  
  detracting from the neighborhood. 
 
  1st ___________________________________________________________ 
 
  2nd __________________________________________________________ 
 
  3rd ____________________________________________________________ 
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(11). Which of the following services, if any, do you think are needed in the Chandler/Pleasant Street neighborhood? 
[CHECK ALL THAT APPLY, LEAVE BLANK IF YOU DON’T KNOW] 
18. General health care services  
19. Child daycare  
20. After school programs  
21. English-as-a-second language class  
22. Spanish-as-a-second language class  
23. Citizenship class  
24. Classes in how to use city services and other community services  
25. A community newsletter  
26. Youth job training programs  
27. Computer software classes  
28. Senior citizen advocacy programs  
29. Legal aide  
30. Tax preparation  
31. Yard maintenance  
32. Minor home repairs  
33. Local resource center  
34. Other (please list______________________________________)  
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Part V. Information About You 
 
These final questions address different personal information about you and/or your family. As previously 
mentioned, your confidentiality is assured. All this information will be combined in statistically valid ways to 
report the types of people surveyed in your neighborhood. 
 
(12). Are you [PLEASE CIRCLE ONE]:    
  
9. Male 
10. Female       
 
(13). Are you renting or are you buying/own your own home [PLEASE CIRCLE ONE]? 
 
 1. Renting 
 2. Buying/Own 
 
(14). How many family members reside in your home [PLEASE CIRCLE ONE]? 
 
          1         2         3         4         5         6         7         8 or more 
                                             
(15). What is the present age for each family member residing in your home [PLEASE FILL IN]? 
 
 1. Your present age: _____Years 
      
     If applicable, 
2.   Age of 2nd family member: _____Years 
11. Age of 3rd family member: _____Years 
12. Age of 4th family member: _____Years 
13. Age of 5th family member: _____Years 
14. Age of 6th family member: _____Years 
15. Age of 7th family member: _____Years 
16. Age(s) of 8th or more family member(s):______________Years 
 
(16). In what industry is the major wage earner in your home employed [PLEASE CIRCLE ONE]? 
 
6. Agriculture                                           6. Finance, Insurance, Real Estate 
7. Construction                                         7. Government (Includes Education) 
8. Manufacturer                                        8. Services 
9. Retail/Wholesale                                  9. Retired 
10. Transportation, Communication,         10. Self-Employed 
           & Public Utilities                           11. Student 
               12. Other ____________________________ 
 
(17). Which of the following categories best describes your gross total family income during the last year [PLEASE 
CIRCLE ONE]? 
 
9. Less Than $10,000 
10. $10,000 to $19,999 
11. $20,000 to $29,999 
12. $30,000 to $39,999 
13. $40,000 to $49,999 
14. $50,000 to $59,999 
15. $60,000 to $69,999 
16. $70,000 and over 
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(18). What was the last year or grade in school you completed [PLEASE CIRLCE ONE]? 
 
5.  Grade School                                                5. Vocational Graduate 
6. Some High School                                         6. College Graduate 
7. High School Graduate                                   7. Some Graduate School 
8. Some college/vocational                               8. Graduate Degree 
 
(19). Do you have a valid driver’s license? [PLEASE CIRCLE ONE] 
 
3. Yes 
4. No 
 
(20). What is your ethnicity? ______________________________________________________ 
 
  
Additional Comments 
 
Please use the space below for any additional comments that you want to add regarding items asked about in this 
questionnaire or any comments about you (and if applicable, your family’s) needs. 
Additional Comments: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
THANK YOU 
Thank you for taking the time to respond to this questionnaire. 
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Appendix IV – GRAPH OF TIMELINE 
Week Oct. 25 
– 30 
Oct. 31 
– Nov. 6 
Nov. 7 
– 13 
Nov. 14 
– 20 
Nov. 21 
– 27 
Nov. 28 
– Dec. 4 
Dec. 5 
– 11 
Dec. 12 
– 14 
Planning X X X      
Survey 
Distribution 
   X X    
Survey 
Collection 
    X X X  
Analysis       X X 
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Appendix V – COVER LETTER TO RESIDENTS 
(LETTER TO MARY KEEFE/COMMUNITY 
LEADERS) 
Onalie Sotak 
75 Park Avenue, Apt. #4 
Worcester, MA 01609 
Cell: 774-364-2468 
Onalie77@wpi.edu 
 
 
Dear Community Resident, 
The letter below describes an ongoing project between WPI and your community.   
 
****************************************************************************** 
I am writing to inform you of an opportunity for you and your neighborhood. 
I am part of a team of WPI researchers who are working to identify you and your 
neighbors’ unmet daily needs.  What we mean by daily needs are: your shopping needs 
(food, clothing, electronic and other merchandise) as well as pharmacy, automotive or 
language services and programs such as day-care.  Daily needs could be almost anything 
you purchase or use on a regular basis.  To determine these needs we need YOUR help.  
The purpose of our project is to learn your needs so we can find ways to encourage 
businesses to meet them.  
 
Your responses as well as your identity will remain confidential; nothing you say or write 
will be linked to your name in any way.  
 
Your responses are a key factor in the success of this project.  Moreover, your 
participation will encourage business to locate in the neighborhood that will serve you 
and/or your family’s needs. 
 
Please fill out the attached survey and place in the provided manila folder marked 
“COMPLETED WPI CONSUMER NEEDS SURVEY”. I greatly appreciate you taking 
the time to fill out this survey. Thank you.  
****************************************************************************** 
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Appendix VI – COVER LETTER TO EMPLOYEES 
Onalie Sotak 
75 Park Avenue, Apt. #4 
Worcester, MA 01609 
Cell: 774-364-2468 
Onalie77@wpi.edu 
 
Dear Employee, 
 
The letter below describes an ongoing project between WPI and the Chandler and Pleasant Street 
community.   
 
****************************************************************************** 
I am writing to inform you of an opportunity for you and your surrounding neighborhood. 
 
I am part of a team of WPI researchers who are working to identify daily unmet needs of 
both residents and nonresidents of the Chandler and Pleasant Street area.  What we mean 
by daily needs are: shopping needs (food, clothing, electronic and other merchandise) as 
well as pharmacy, automotive or language services and programs such as day-care.  Daily 
needs could be almost anything purchased or used on a regular basis.  To determine these 
needs we need YOUR help.  The purpose of this project is to learn the needs of people 
both living in the neighborhood as well as working in the neighborhood while residing 
outside of it. Once these needs are identified we can encourage businesses to meet them.  
 
Your responses as well as your identity will remain confidential; nothing you say or write 
will be linked to your name in any way.  
 
Your responses are a key factor in the success of this project.  Moreover, your 
participation will encourage business to locate in the neighborhood that will serve the 
surrounding community. 
 
Please fill out the attached survey and place in the provided manila folder marked 
“COMPLETED WPI CONSUMER NEEDS SURVEY”. I greatly appreciate you taking 
the time to fill out this survey. Thank you.  
****************************************************************************** 
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Appendix VII – SURVEY OF HOMEBUILDERS IN 
WESTERN WASHINGTON 
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Appendix VIII – TIMELINE 
WEEK 1 
TUESDAY (October 25th) 
- Set up laptop 
- read Singleton chapter 6 about Sampling 
- type up surveying aspect of paper 
- began typing up sampling aspect of paper 
- typed up timeline 
WEDNESDAY (October 26): 
- typed up sampling paper 
THURSDAY (October 27): 
- finished typing up first draft of sampling paper 
- requested IQP from Maxwell Stinehour  
- developed script for phone call focus group requests 
FRIDAY (October 28): 
- pass in first draft of sampling section 
- found out who to contact to set up focus groups 
- begin preparing power point presentation for Monday 
- wrote up draft of confidentiality statement 
- revised telephone script with Krueger and Hersh 
- figured out how to interview these people in focus groups without making them 
uncomfortable (nametags, how private, how many people invited, food and drinks, etc.) 
WEEK 2 
MONDAY (October 31): 
- Power point presentation @ 10am 
- Research how to set up survey 
- Read Focus Groups: a practical guide for applied research, by Richard Krueger 
- Called Mary Keef and Kevin Ksen 
- Read about how to interview these people in focus groups without making them 
uncomfortable(nametags, how private, how many people invited, food and drinks, etc.) 
- Looked at old IQP and followed the Table of Contents to help set up annoted outline 
TUESDAY (November 1): 
- Sent Kevin Ksen and follow up e-mail to explain again exactly what I’m looking for in 
regards to contacting people for focus groups 
- Read The Focus Group Guidebook by David Morgan 
- Read Focus Groups by David Stewart 
- Read about how to interview these people in focus groups without making them 
uncomfortable (nametags, how private, how many people invited, food and drinks, etc.) 
- Worked on annoted outline 
- Found analysis option steps (tape-based analysis, note-based analysis, memory-based 
analysis) 
- Created checklist for focus group interviews 
- Found the outlines for being an assistant moderator  
WEDNESDAY (November 2): 
- Met with Mary Keefe @ 10am and discussed focus groups and networks 
o Discussed where to hold focus groups (schools) 
o Discussed phone surveys for community leaders because they are busy 
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o Discussed written surveys for elderly home and ESL program members 
o Discussed setting up interviews with Principals at Elm Park school and Chandler 
Street school so that they support these focus groups at after school programs 
- Read about how to interview these people in focus groups without making them 
uncomfortable (nametags, how private, how many people invited, food and drinks, etc.) 
- Read Developing Questions for Focus Groups by Richard Krueger 
- Read Planning Focus Groups by David Morgan 
- Worked on annoted outline 
- Began creating questions for written survey 
- Began to type up brief proposal to Mary 
THURSDAY (November 3): 
- Worked on annoted outline 
- Finished typing up brief proposal to send to Mary Keefe 
- Create questions for written survey 
- Discovered different options of analyzing focus groups (transcript-based, tape-based, note-
based, or memory-based) 
- Created checklist (based off of Richard Krueger’s example) for focus groups (what to do 
ahead of time, how to set up, how to act during the focus group, etc.) 
- Created invitation to focus groups (basically a follow up card) 
FRIDAY (November 4): 
- Had brief proposal to Mary Keefe edited by Professor Krueger 
- E-mailed revised brief proposal to Mary Keefe  
- Follow up e-mail Kevin Ksen 
- Received e-mail back from Kevin Ksen explaining he needed a few more days to collect data  
- Finished annoted outline – due @ 5pm today via e-mail (all 3 professors) 
- Create questions for written survey 
- Found census data for Piedmont w. help of Professor Krueger 
WEEK 3 
MONDAY (November 7): 
- begin preparing power point presentation for Wednesday 
- took list of people sent to me from Kevin Ksen and put it into an organized contact list 
- organized handouts and information to pass out on Wednesday’s presentation 
- wrote up comments about what the questions in my written survey measure 
- sent created survey to Hersh to revise  
- received guidelines for an informed consent statement from Professor Hersh 
- received edited proposal from Professor Tuler 
TUESDAY (November 8): 
- finished preparing power point presentation for Wednesday 
- edited proposal as much as possible without help of Professor Tuler 
- Follow up e-mailed Mary Keefe 
- Met with Professor Hersh and discussed written survey and other aspects of project 
WEDNESDAY (November 9): 
- Power point presentation @ 10:00am @ Worcester Project Center 
- Received e-mail back from Mary Keefe explaining she was very busy over the past weekend 
with elections and so she needs some more time to get information back to me 
- Used example survey given to me by Professor Hersh to revise my written survey into 
appropriate format 
- Went over edited proposal with Professor Tuler 
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- Went over written survey with Professor Tuler 
THURSDAY (November 10): 
- Revised edited written survey by Professor Krueger 
- Revised edited written survey by Professor Hersh 
- Revised proposal 
- Revised outline 
- Spoke with Professor Krueger about written survey 
- Met with Professor Hersh about written survey ? wrote up summary of what I’d say to 
businesses if I left my survey there 
- E-mailed Kevin and Mary about setting up meetings to look over written survey 
- Kevin put me on the neighborhood activities mailing list 
FRIDAY (November 11): 
- Went to Writing Center from 10am-noon and had Chapters 1 and 2 revised 
- Finished revising Chapters 1 and 2 
WEEK 4 
MONDAY (November 14): 
- begin preparing power point presentation for Wednesday 
- met with Professor Krueger and discussed Sampling Section of paper as well as setting up 
intercept surveys and piloting my written survey 
- created a Nonresident written survey by changing the original written survey 
- dropped off survey at Living Earth – told owner wouldn’t be around until Tuesday (15th) and 
so will return tomorrow 
- went to Amethyst Point and had Arlene Dorischild pilot survey 
- Began setting up collection of data about surveys (for both residents and nonresidents) 
TUESDAY (November 15): 
- Finish preparing power point presentation for tomorrow 
- Met with Mary Keefe @ 10am 
o Discussed how survey needs to be in Spanish and Albanian 
o Discussed how she is going to contact different groups of people she knows to have 
people fill out surveys 
o Discussed how I should attend the “Mini Workshops & Community Dinner” 
tomorrow night from 5-7pm to have people fill out surveys 
- Dropped off 75 surveys to the Neighborhood Networking Center for Mary to pass out 
- Shortened survey 
- Went to meet with Celeste from Living Earth @ 2pm but she hadn’t even looked at the 
survey yet, so I’ll call tomorrow  
- Met with Professor Krueger and Hersh @ 11am – discussed surveys and how to get people 
to take them  
WEDNESDAY (November 16): 
- Power point presentation @ 10:30am @ Worcester Project Center 
o Complete Drafts of Chapter I, Introduction and Chapter II, Background/Literature 
Review due TODAY – all updated 
o Everything submitted in a three-ring binder 
- Went to “Mini Workshops & Community Dinner” from about 5-6pm – wasn’t able to get 
surveys filled out because I had to have my survey approved by school board first – so I 
gave my survey to the Principal RuthAnne 
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- Called Celeste from Living Earth @ 2pm and spoke about survey – said she has to speak 
with her father before she can okay anything – told to call her back tomorrow 
- Sent survey to Godfather to have translated into Spanish 
THURSDAY (November 17): 
- Called Celeste – left 2 message – didn’t return call  
- Went to: 
o Amethyst Point 
o Youth Center 
o Economy Paints 
o David L. Higgins Jr. Center (Community Health Link) 
- Called RuthAnne (Principal at Elm Park) – she explained she already sent survey downtown 
to be approved, so I should call her back Monday to get the okay 
- Called Veronika – set up a meeting Monday at 5:30pm to translate survey over into Albanian 
and give it to Albanian students to fill out and return the following week 
- Called and left message with Robert Thomas at MLK Empowerment Center 
- Made more copies of survey for Youth Center 
- Went to Youth Center from 2:30-5:30 and interviewed older teens as well as some 
employees 
FRIDAY (November 18): 
- Called Robert Thomas and left another message because he was in a meeting 
o Returned phone call and said he’d be happy to participate, so on Monday I should 
give surveys to secretary 
- Went back to Worcester Youth Center to pick up some incomplete surveys 
- Worked out Powerpoint for Monday 
- Went to Willis Community Center – said it was fine to come back next Wednesday to 
interview employees and walk-ins 
o Said it was important to have the survey in both English and Spanish 
- Went to Standard Electric – said it wasn’t okay to survey in their work but that I could leave 
surveys there and employees would fill them out 
- Went to Pleasant Street Grille and spoke with owner Tia – she’s from outside of the 
community but she said she’ll pass out surveys to regulars who come into her work 
- Went to Seventh-Day Adventist Church – there currently is no pastor at the church – was 
given Pat Chambers phone number (a church elder) to contact  
o Possibly go to Prayer Meetings @ 7pm on Wednesday nights 
- Went to Rob Roy Academy – girls at front desk took 10 surveys to pass out to 
students/employees at Rob Roy 
- Went to Quantum Wellness Center (business right next to Amethyst Point) and left a survey 
with owner to complete 
WEEK 5 
MONDAY (November 21): 
- Power point presentation @ 10:30am @ Worcester Project Center  
- Submit draft of Chapter III, Methodology 
- E-mailed community leaders 
o Jen Smith, David Lessard, Brian Goslow, and Jo Massarelli (all contacts given to me 
by Mary) 
- Jo Massarelli called me because she couldn’t open up the attachment on her computer so I 
send it to her via mail with a return envelope included 
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- Called Mary – she said she needs more time to distribute the surveys and that I should 
contact her next Monday 
- Called Maggie – said she needs another week and so I should contact her on Monday 
- Called Pat Chambers and he spoke with me and gave me the number of Shirley Carnegie, 
who is the individual who leads the Prayer Meetings at the church 
o Called Shirley and left a message 
- Left another message with Chandler Community school principal 
- Called RuthAnne – told me how downtown still hadn’t gotten back to her yet 
- Called Steve Patton and went down to Worcester Common Ground to drop of survey to be 
translated into Spanish 
- Went to the MLK Empowerment Center and dropped off 20 nonresident surveys and 5 
resident surveys for Robert Thomas to distribute to his employees and other 22 businesses 
underneath him 
- Went to Elm Park @ 5:45pm and met with Veronika – gave her my surveys but she said she 
can only translate about a page or two, so I circled the most important questions that I 
needed translated and left them for her to translate – I’ll return next Monday to pick up the 
translated version 
TUESDAY (November 22): 
- Called Celeste – didn’t return call 
- Called RuthAnne – still hasn’t heard back from Downtown yet 
- Called Unity Church (Rev. Arin Wolf) – left a message about the survey and told her to call 
me back when she gets a chance 
- Called Tia (owner of Pleasant Street Grille) – only has one survey filled out so far because 
people she’s tried to give them to live outside of the area – she’ll keep passing them out and 
I can collect them next week  
- Called Shirley Carnegie – spoke about survey and she felt the best way of getting it filled out 
would be to actually attend the Prayer Meeting on a Wednesday night – I’m going next 
Wednesday (the 30th) to attend the meeting and have people actually fill out the survey when 
they’re done 
- Got a survey back from David Lessard 
WEEK 6 
MONDAY (November 28): 
- Wrote section on Surveying Problems  
- Begin preparing power point presentation for Wednesday 
- Called Radiance Biofeedback business – not around 
- Collected surveys from MLK Empowerment Center – 8 completed 
- Called Veronika and returned tonight @ 5:45pm to meet with her – said she hasn’t looked at 
it yet but will call me when she gets the few questions translated 
- Call Mary – come by around 10am on Friday to collect surveys 
- Collected 2 surveys from Amethyst Point 
- Called Youth Center (Javani Preko – Administrative Assistant, ext. 201) – told me to come 
back and pick up surveys on Thursday because on Wednesday they have staff meetings and 
she can have them fill them out then 
- Edited Chapter 1 and 2  
- Called Economy Paints – Steve said to come by tomorrow afternoon to collect survey 
TUESDAY (November 29): 
- Call Maggie 
- Called Quantum Wellness Center – left message 
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- Edited Methodology 
- Wrote about problems with project 
- Picked up survey @ Economy Paints 
WEDNESDAY (November 30): 
- Power point presentation @ 10:30am @ Worcester Project Center 
- Edited Methodology Section of Paper 
- Continued writing up problems and recommendations for the project 
- Picked up Willis Center Surveys (7 completed) 
- Picked up Rob Roy Academy Surveys (None completed) 
THURSDAY (December 1): 
- Picked up Worcester Youth Center Surveys (3 completed) 
- Picked up Standard Electric Surveys (None completed) 
- Picked up Quantum Wellness Survey (1 completed) 
- Picked up one more survey from MLK Empowerment Center, and dropped off 2 more for 
people who wanted to fill them out 
- Worked on Methodology 
FRIDAY (December 2): 
- Picked up Surveys from Mary Keefe (8 completed) 
- Picked up surveys from David L. Higgins Jr. Center (None completed) 
- Picked up surveys from Pleasant Street Grille (None completed) 
- Worked on Methodology 
- Worked on Data Analysis 
- Worked on Conclusions and Recommendations 
WEEK 7 
MONDAY (December 5): 
- Provide all three advisors with a hard copy of the following material 
o Revised Chapter I, Introduction 
o Revised Chapter II, Background 
o Revised Chapter III, Methodology/Procedure  
o Draft of Chapter IV, Data Analysis 
o Draft of Chapter V, Conclusions and Recommendations 
? **Incomplete sections must CLEARLY indicate missing portions** 
- Begin preparing power point presentation for Wednesday 
- Picked up 2 surveys from MLK Empowerment Center 
TUESDAY (December 6): 
- Typed up data collected from surveys and prepared final rough draft for Seth to grade 
- Prepared power point for tomorrow 
WEDNESDAY (December 7): 
- Power point presentation @ 10:30am @ Worcester Project Center 
- Typed up edited paper from Seth 
THURSDAY (December 8): 
- Worked on paper 
FRIDAY (December 9): 
- Worked on paper 
- Took out other IQP from library and corrected the format of my IQP 
- Created Power point presentation for Wednesday 
WEEK 8 
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MONDAY (December 12): 
- 10am-noon ? Practice presentation @ Worcester Project Center  
- Writing Center from 2-5pm 
TUESDAY (December 13): 
- Final preparations 
- Practice Power Point presentation 
WEDNESDAY (December 14): 
- Final Presentation and submission of report 
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Appendix IX – MAP OF CHANDLER/PLEASANT 
STREET AREA 
 
